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Those Twenty Seven Million Users 


IGHT NOW, in a time when planning for even the imme- 

diate future is difficult there is one set of plans the electrical 

industry can and must make—plans to care for and keep in 
service the equipment in twenty-seven million homes and farms 
with electrical service. 

For these homes depend for the essentials of living on the 
continued use of their appliances. And the job of repair and 
service is more acute than in the past. For in the past years a 
refrigerator or washer or cleaner or iron, or toaster that had 
reached the age where it no longer operated at top efficiency 
was replaced by new and more modern equipment. Now, that 
is going to be difficult and may be impossible. So, the old appli- 
ance must be repaired and restored to a good operating condition. 
And it is going to be a job that all branches of the industry 
serving the consumer must begin to take seriously. And it is no 
small job either ! 

The size of the job can be estimated from the amount of elec- 
trical appliances in use today. We estimate some fifty-five million 
motor driven appliances—refrigerators, washers, ironers and 
vacuum cleaners; nearly four and a half million ranges and 
water heaters and more than seventy-five million smaller heating 
devices—irons, toasters, coffee makers of all types, waffle irons, 
hot plates, roasters, heating pads. This is a huge volume of 
responsibility that our active trades have built up over the 
past years. And does not take account of the millions upon 
millions of portable lamps and other lighting that will need 
attention, and the vast number of other electrical devices the 
public has bought. Add to all this radio sets in more than thirty 
million homes and the total is fairly staggering. 


OW as I see it, keeping this vast quantity of appliances 
41 N operating to the full satisfaction of the owners involves 
fair compensation to the dealers and service shops that will have 
to do the work. And fair compensation means higher prices for 
service work than appliance owners in most instances have been 
accustomed to pay. 

The present situation is clearly set out in the following 
statement from a good dealer in a good town of 82,000: 

“We have been servicing appliances for fifteen years,” says the 
dealer, “and we have always found that it was a necessary evil. 
In other words, nobody in the appliance business ever charged 
enough for service to pay service men’s salaries, saying nothing 


of the tremendous expense for trucks, gas and oil and other 
upkeep—tools broken and lost, rent, heat and light for repair 
shop. However, the extra sales one can make by having a 
service department to take care of their customers that bought 
new appliances, has always been considered sufficient to offset 
the added expense of the service department.” 


UT the situation changes. This dealer and thousands of 

others who took a loss on service and charged it to sales 
expense are now going to have to make the service department 
pay or give it up. 

The industry cannot afford to have these men close their 
shops. Public goodwill toward electrical home equipment is 
very great and of incalculable value. It can be rapidly reduced 
if repairs are not available when appliances get out of order. 
On the other hand, if service is prompt and reliable, the reward 
in goodwill and user recommendation, will lay a wider and 
firmer foundation for a tremendous post war expansion of 
electrical goods and services. 

This thing concerns the utilities and manufacturers, perhaps 
even more vitally than it does the dealers. 

Manufacturers, we know, are giving the whole subject the 
most anxious study and are taking constructive action. 

Some utilities also. All of them should, and probably in time 
will. But they have the opportunity now. And the greatest help 
the utility can extend will be by advertising and education to 
make the public realize that a good job of service is worth the 
price. 

A fixed minimum charge per call is only reasonable and fair, 
but dealers have always had the greatest difficulty in making it 
stick. Under the conditions of tomorrow, the minimum charge 
will be one important factor in aiding the service shop to survive. 
Let the power companies make a start by putting this idea over 
with the public they serve. It will be a grand form of coopera- 
tion and a farsighted and productive investment. 
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EVERY DEALER now can 
HELP HARNESS THE POWER OF 
\ BETTER LIGHT TO AMERICA'S 
WARTIME PRODUCTION ! 

















SIX SIMPLE STEPS THAT WILL HELP MAKE YOUR STORE A HEADQUARTERS 
FOR BETTER LIGHTING FOR AMERICAN FACTORIES AND HOMES 
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G-E MAZDA LAMPS | 
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4 Consult your G-E MAZDA lamp distributor 
about stocking Fleur-O-Lier and RLM fix- 
tures for G-E MAZDA F (fluorescent) lamps— 
tested and certified by Electrical Testing Labora- 
tories. These modern fixtures are designed to 


help produce high lighting efficiency. 


: Defense workers ought to have right-size 

lamps at home to help prevent eyestrain. Why 
not display the new G-E Right-Size Lamp Chart 
in your store—and use it to make sure every lamp 
you sell is the right size for easier seeing. 












































Advertise! Put G-E MAZDA F lamp stickers 
5 Ask your G-E MAZDA lamp distributor to on packages and letterheads. Use hard-hitting 
show you how the ingenious G-E Selecto- 


direct mail material you can get from your G-E 
meter can help you demonstrate better lighting. 


lamp distributor! Use newspaper space! You'll 
Your customer operates it, chooses the amount 
of light he likes best— and then you tell him how 
many footcandles he’s picked! 


find advertising a powerful aid in establishing 
your store as a lighting headquarters. 
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Compare the English Home Economist's war time recipes 
with some fairly similar American recipes in use. Mak- 
ing up both and putting them on display might prove 


illuminating and helpful 


ENGLISH RECIPES 
Steamed Sultana Pudding 


8 oz. self-raising flour 
10 oz. sultanas 

6 oz. margarine 

2 oz. candied peel 


Rub the margarine into the flour, add 
the sultanas and finely chopped candied 
peel. Mix with water and steam for 
7 hours. 


Potato Pie 


Prepare the following vegetables: onions, 
cabbage or sprouts and, if in season, 
either french or runner beans. Dice fine- 
ly and cook. Prepare | lb. of potatoes 
and cook in salt water, then drain and 
pass through a sieve. Mix to a cream 
by adding a yolk of egg, or warm milk 
and melted margarine. Season. Line 
a dish with half the potato mixture. Be- 
fore placing the cooked vegetables into 
the lined dish, add to them a little 
tomato sauce if preferred. Season well, 
and cover with the remaining potato. 
Brush over with egg and decorate with 
markings. Place in oven until a golden 
brown. 


Tinned vegetables could be used for 
this recipe if fresh vegetables are scarce 
—almost any kind may be used; but 
celery and tomato sauce are chief items 
for flavoring. 


Emergency Wheatmeal Rolls 


4 oz. white flour 

4 ot. wheatmeal flour 

Yo to | oz. fat 

good tsp. baking powder 
milk and water 


N.B. Sour milk may be used with ad an- 
tage 


Sieve flour and baking powder together. 
Rub in fat and mix to a soft dough with 
milk and water. Form into a round, and 
cut into four. Bake in a hot oven on a 
floured tin, 10 to 15 minutes according 
to size. Temperature 425°-475°. 


to the American homemaker! 


AMERICAN RECIPES 


Prune Suet Pudding Serves 8 


Pudding Pan Thrift Cooker 
Time 1'/2 hr. 


. Sift together 


| cup flour 
2 tsp. soda 
2. Add Vy cup suet 
'/y cup walnuts 
24 cup prunes 
chopped 
2 tbsp. orange peel 
1 egg 
Y/2 cup milk 
/y cup molasses 


3. Mix and add to 
the above 


4. Steam. 
5. Serve with a vanilla sauce. 


Vegetable Souffle 


Casserole 
Serve 6 Temp: 375° Time 45 min. to 
1 hr. 
1. Combine 2 cups cooked vege- 
tables (chopped), 
(corn, carrots, 
beans, greens, or 
cabbage) 
With | cup thick white 
sauce 
2. Add 3 egg yolks 
4 tbsp. butter 
salt and pepper 
Vg tsp. nutmeg 
3. Beat until stiff 3 egg whites 
4. Fold into vegetable mixture 
5. Turn into buttered casserole and 
6. Sprinkle with buttered crumbs 
7. Bake and serve immediately 


Dark Bran Muffins 


| cup cereal bran 

1. cups milk 

| egg 

3 tbsp. melted shortening 
/y cup light molasses 

Wy cup flour, s’ ‘ted 

3!/y tsp. baking powder 
V/; tsp. soda 

| tsp. salt 

2 tbsp. sugar 

1/2 cups whole wheat flour 


Aliow the bran to stand in the milk for 
a few minutes. Sift the dry ingredients 
into mixing bowl. Beat the egg and 
add to milk and bran, add molasses and 
melted shortening. Stir into the sifted 
dry ingredients. Mix until all ingredi- 
ents are moist but do not beat. Pour 
into well greased muffin pans and bake 
at 400° F. for 25 minutes. 















‘There'll 


By Clara Zillessen 








Electric Canteen subscribed for by members of the EAW, is used for feeding 
people in blitzed-areas. Top left: Consumers quickly get used to food shortages. 


UST this morning a sweet femi- 

nine voice cooed at me over the 

telephone: “Could you send some- 
one to show us how to bake little tea 
cakes with icing? I’m Chairman of 
the American Home Committee of the 
Blank Women’s Club, and I thought 
we'd have something just a little dif- 
ferent for our March meeting.” 

This was a few days after I had 
interviewed the dynamic Caroline Has- 
lett, C.B.E., Director and Founder of 
the Electrical Association for Women 
of England, and after I had developed 
a thorough respect for what the Eng- 
lish housewives and the English utility 
women were doing in wartime. Only 
my long training in the utility business 
and a profound desire not to disturb 
our public relations helped me to give 
that American Home Committee 
Chairman some civilized attention ! 

English women are doing a swell 
wartime job. Women workers are 
taking over industrial jobs to release 
men, and are handling them unex- 
pectedly well. Housewives are doing 
an incredibly good feeding job on 
pretty narrow rations. When I com- 
pare the lush plenty indicated in appli- 
ance and food publicity that comes 
to my desk here with the pitiful little 
recipes in the English magazines, my 
hat goes off to the gallantry of those 
British women. 

Caroline Haslett is a leader of 
women’s activities in many fields, and 
is well known to many of us through 
the letters she has written to Davis 
DeBard, Stone and Webster Service 
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Corporation, which he has so gen- 
erously shared with his utility friends. 
But she interests us chiefly as a leader 
in what we loosely call Home Service 
over here. She is Director and 
Founder of the Electrical Association 
for Women, which was founded in 
1924 as a direct outcome of the 
Women’s Engineering Society, now 
about twenty-two years old. Miss Has- 
lett has directed the activities of this 
organization as sort of a perennial 
Secretary, and is now President. The 
C.B.E. after her name indicates she 
is a Companion, Institute of Electrical 
Engineers a rare honor, indeed, 
for a woman in an English technical 
association! But her outstanding job 
right now is Advisor on Women’s 
Activities to the Minister of Labor, 
The Righ Honorable Ernest Bevin. 


An American Counterpart 


We in the electrical business once 
had an organization similar to the 
Electrical Association for Women. It 
was known, somewhat dubiously, as 
the Women’s Committee of the late 
lamented N.E.L.A., and covered the 
education of women within the in- 
dustry and the furthering of home 
service activities : then just in 
their infancy. The English Associa- 
tion does a wider job. It not only 
covers the field of our one-time 
Women’s Committee, but does the in- 
finitely more valuable work of inter- 
esting all women in electric living. It 
has published a book—‘“Electrical 
Handbook for Women”—now in its 
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Always Be An England 
KH LEC TRICALLY 


third edition, which Miss Haslett says 
with a twinkle in her keen blue eyes, 
“ought to make the woman of the 
house know as much about the simple 
fundamentals of electricity and its ap- 
plication to household service as her 
husband does!” The E.A.W. has thirty 
people in its headquarters in London, 
and eight organizers. There are ap- 
proximately ninety branches through- 
out England. 

The E.A.W. deals primarily with 
three classes of people: it works with 
women employes of utilities in lighting 
and appliances; with domestic science 
teachers and with housewives gen- 
erally. It has definite courses for each, 
and issues diplomas upon completion of 
the courses. There is no foolin’ about 
these courses, either; they are meaty, 
they ignore the platitude that women 
are helpless about fuses and screw- 
drivers; and they are wholly practical. 
These courses deal with the scientific 
approach to housework and homemak- 
ing; they are purely educational and 
have no taint of commercialism. 

Where the EAW is doing a smart 
piece of work is in its continuous and 
effective contact with the public. Miss 
Haslett truly that the electric 
homemaking story must be told over 


says 


and over again, and even then it is 
not enough. She that all 
classes of people must be contacted, 
and to prove it, we find that while 
the EAW is headed by The Dowager 
Lady Swaythling as President, the 
lowliest earner in the land is con- 
sidered when the nutrition leaflets are 
sent out. H. M. Queen Elizabeth has 
written Miss Haslett—‘‘Her Majesty 
believes that the first hand knowledge 
that all women f domestic 
matters should give the members of 
the Women’s Engineering Society a 
special apptitude for applying science 
to the problems of better housekeep- 
ing and homemaking.” 

It seemed to me as I listened to 
Caroline Haslett that our English sis- 
ters have the jump on us. We have 
done some excellent jobs, individually, 
in certain ares of the country, on this 
homemaking contact, but not nearly 
as far reaching and effective as the 
organized operation conducted by the 
British EAW. And as far as I 
was able to learn, there is not nearly 
the consumer unrest about products, 


feels, too, 


pe ySSess 


advertising and selling methods in 
England as has sprung up in this 
country within recent years. Which 


may, or may not, have something to 
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do with the genuinely helpful service 
to homemakers conducted by the EAW 
for these last eighteen years! Miss 
Haslett’s credo might be a real guide 
for us in this electrical business, be- 
has stood the test of time, 
has grown strongly and continuously, 
and now, under the bitterest test 
of all, the work she has developed is 
a staunch standby to her Government. 
There is nothing world-toppling about 
what these English women in the 
EAW have done; but the point is 
they have faced their situation with 
a clear-eyed realism and worked out 
the simplest and most practical method 
of handling it. 


cause it 


English Home Service 


Here are some of the things neces- 
sary for the duration which the Eng- 


lish gals have worked out in their 


what we know 
They will stand 
a lot of careful study by sales, promo- 
tion and advertising executives as well 
as by Home service leaders! 

First of all, says Caroline Haslett, 
there must be developed the necessary 


larger conception Ol 


as Home Service. 


stability and resilience to survive in 
war time, particularly under the rav- 
ages of fire. The next im- 
portant thing is not to rush into any 
and all causes at white heat, because 
emotions are stirred. Both individuals 
and companies should decide promptly, 
but carefully and realistically, what 
they can do for the best advantage 
in their localities, the conditions sur- 
rounding them and for themselves. 
Secondly, there can be no such thing 


enemy 


as doing a wartime job with one eye 
either on appliance sales or load build- 


ing. It must be all-out for victory. 





v z_—~A. 


All of us are feeling to 
the pinch of 


some degree 
seeing cherished plans, 
personnel, opportunities and budgets 
crack up under the strain of the war 
effort; and the consensus of opinion 
seems to be that we ain’t seen nothing 
yet. Writ in bold type all around 
us is the warning to turn our facili- 
ties loose to help win by helping the 
residential customer in every way we 
can. A small advantage can intrude 
upon our consciousness, however, 
at least the electric story will be kept 
before the public! 

Here are six definite things to do 
to help our residential customers: 


1. Help Women to Feed their 
Families Properly. 


A recent Gallup poll discovered that 
only 16% of our women know the 


CF turn to page 51 


case 





: 


Pf 





Caroline Haslett C.B.E., Director and Founder of the Electrical Association for Women 
of England, listening to the latest news from England during her recent visit to America. 
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IKHAT MAKES A Buyer 





N the case 


the customer’s 


ot major appliances, 
signature on the 
order blank is EVI 
DENCE that a sale has been made 
itselt 
ome time previously—usually months 


mer, ely 


The sale was actually made 


before the salesman had a chance to 
talk to the buyer The actual sale 
was made during a process of pre 
selling, which first of all caused the 
family to decide to get an appliance— 
i refrigerator, a range, a washing ma- 
chine—and then went a long way 
which particular 
of refrigerator, range or 


toward determining 
I lake 


he tamily would buy 


washer 


But because information regarding 
these pre-selling processes is not pro- 
vided for on the order blank, this vast 
marketing 


region of data is largely 


uncharted Yet in this unexplored 
irea the most important influences are 
exerted and the most important de 
cisions made. 

One leading manutacturer—Frigid 
ire Division of General Motors Cor- 
poration—has been studying the con- 


sumer for the past several years. The 


Frigidaire Customer Research staff, 
ough survey after survey, has 
leveloped a mass of vitally important 
ntormation on the subject of what 
makes a buyer buy, and why the buyer 
ikes his selection of the brand he 
inally purchase Because this work 
been carried on over so consider 
length of time and has reached 

ctual retriger- 
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entire industry a selection from these 
studies bearing on some vital phases 
of the refrigerator business. 


Impulse and Influences 


First of all, why do people decide 
to buy an electric refrigerator? In 
the right hand columns of the oppo- 
site page is a partial list of the reasons 
given by a large number of families 
that were interviewed in the Spring of 
1941. Note that these purchasers di- 
vide between new buyers 67.3 per- 
cent, and replacement buyers 32.7 per- 
cent. The largest single group, 43.5 
percent, are those who have used ice 
boxes until they had purchased electric 
refrigerators. The answers are not 
weighed by percentage, but are no less 





saw refrigerator 





Was in the store purchasing other merchandise, 
Was paying light bill, saw refrigerator 1.0 


"WwW not ada ¢ 00°% as more than one thing was mentioned by some. 


indicative of buying reasons. Also re- 
INFLUENCE ON BUYERS’ DECISION 
to buy the particular brand they did 
Number 
Talked with, or observed experiences of Mentioning* 
relatives, or both 57.5%, 
(Relatives 27.3%, friends 38.7%) 
Shopped around 52.1 
Read advertisements 48.7 
Salesman came to home, talked with him 9.1 
Knew what they wanted because of past experience 9.0 
Knew someone connected with store or mfgr. 6.6 
Influenced by service man 5.5 
Waited until they could afford 4.5 
Read refrigerator pamphlets 3.3 
Called salesman to home 2.7 
Window shopped 2.0 


ere 2.0 








ator purchasers—both those who buy 
Frigidaire and those who buy other 
makes—it is of great and immediate 
value. 
Even with war conditions 
necessarily interfering with the cus- 
tomary course of business, and with 
the control of materials and the re- 
duction of supplies upsetting normal 
marketing, these figures developed by 
Frigidaire Customer Research are still 
valuable. The fundamentals of con- 
sumer psychology have not 


t\ day, 


altered. 
The facts disclosed by their studies are 
fundamental. Frigidaire has gener- 
ously allowed ELectricAL MERCHAN 
DISING to publish for the benefit of the 


vealing are the replacement purchases. 


W. F. Switzer in charge of Frigid- 
aire’s Marketing and Organization 


Department, has some interesting com- 
ments to make on this first step which 
the family takes toward the purchase 
of a refrigerator. Says Mr. Switzer: 

“Generally speaking people do just 
two things when planning to buy re- 
frigerators—First—they ‘gather’ in- 
formation. Second—they ‘audit’ in- 
formation. 

“Gathering information: At this 
point, people are willing to listen to 
everything they see or hear—they are 
‘tuned in’ to absorb any information 
to which they are exposed that would 
help them in making a choice. They 
talk to friends and observe other re- 
frigerators in use. They read ads. 
They listen to radio announcements, 
they look at billboards, they study 
direct mail literature, etc. Some even 
talk to salesmen. It is here that gen- 
eral advertising has the opportunity 
to perform a most important function. 

“Prior to the period of planning. 
people’s interest is lukewarm. It’s 
hard to get them to read even the 
briefest message. But when they be- 
gin to turn to the idea of buying, you 
can’t give them too much information. 
However, just as important as gather- 
ing information is— Auditing’ infor- 
mation: By the very nature of things 
advertising is highly competitive. The 
best talent is retained and every effort 
is made to convince the buyer as to the 
overwhelming superiority of each 
brand. As a result of this and of the 
interest generated in different brands, 
the majority of buyers seek additional 
and qualified information through such 
channels as are available to them. Just 
how do they ‘audit’? 

“Most importantly, they rely on their 
own experience—with _ refrigerators 
they have owned, or used, or seen in 
use. They consult relatives and friends 
who own different makes. They some- 
times listen to the advice of experts 


VISITED DEALER FIRST 89% 
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IDEA OF GETTING A NEW REFRIGERATOR AMONG ....... 
* * z= 2 
Those that had none before (13.7%) 
“Just started in housekeeping” 
"Felt it was a necessity for children's health" 
"Felt they couldn't do without one any longer, due to food spoilage” 
“Moved to different location" 
: ‘ “Felt could afford to buy now" 
ses. and near-experts—people they con- as a very large and important factor 
sid- sider to be disinterested authorities, in the purchase of a particular make ot Those that had refrigerator furnished before 
tion such as: independent service men, land- any appliance. But here we have it (9.1%) 
om- lords and apartment house managers, pointed out on the evidence of some “Moved or bought new home" 
lich buyers of commercial refrigeration, 900 people in a survey made in the ‘Found we had to pay more rent in place where refrigerator was fur- 
1ase home demonstration agents, home Spring of 1941, as influencing more nished so decided to buy own refrigerator" NEW 
zer : economists, and others. And in some than half of the buyers. Those who - - 
just cases, they consult salesmen or dealers reported that a salesman called at the Those that had used ice before (43.5%) SALES 
re- who, although not disinterested par- home, or that they called the sales- oe Fe Saay getty ie, Seaney SH fen man, few 
; 1eS ave ae > * - + -@ 2 > > 4 rreoate , 7 a 7 
in- ties, have earned their confidence man to the home, aggregated only “Wnehte t tenn Seeds prone” 6] 3% 
in- through consistent service and honesty 11.8 percent. “lee too expensive” —-s 
over an extended period of time.” "Old ice box worn out" 
this This brings us to the second im- Time Element "Friend, relative or neighbor got new one, wanted one too'’ 
n to portant factor in the sale, and the in- "Felt necessary for children's health" 
are fluence on buyers’ decisions to buy a The third element is the time factor. “Due to increased income, felt could afford" 
ition particular brand. This is shown in One of the interesting facts brought “Tised of messy, ditty old fechiened ice box" 
ould the accompanying table, and it is not out by Frigidaire’s surveys which is Moved, weated aow seliigeretor 
Phey ' . “Heard prices would be going up" 
- "Thought saving in food would compensate for its cost’ 
re- “Wanted to save by buying in large quantities and save marketing so 
ads. often" 
ents, 
tudy Those that replaced with the same brand (11.5%) 
even These gave their reason more with the feeling that the old refrigerator 
en- had given good service but it had just come to the stage where it 
8 needed replacing. 
unity "Very old, needed repairs"’ 
tion. "Wanted a larger one or box was too large" 
ning. "Old one old fashioned, out of date"’ 
It’s “Moved or built new home, remodeled kitchen, wanted new refrigerator'’ 
1 the “HOW LONG BE A Bl NG "Put old one in rental property" 
y be- i "Old one too noisy" 
| you did the family first come to‘agnst¥er th “Electric bill too large with old one” 
ation idea of getting a new refrig or? “Heard price was going up" 
: “Needed f baby" 
ither- Less than 2 weeks a lor new y 
infor- 2 weeks—I month 10.6 2 
hines ff np Tee 144 Those that replaced with some other brand (21.2% 
mings { — i ni : These had in some cases large service bills or unsatisfactory experiences 
. The 2 months—4 months . 25.5 that they felt they did not want to replace with the same brand again, 
effort 4 months—6 months . 3.8 and felt the brand purchased would give them better service. 
to the 6 months—!I year 8.8 ae Others felt the refrigerator replaced was just as good as the one pur- 
3 chased. It was not due to unsatisfactory past experience that the switch 
each : | year—2 years . 13. was made, but possibly due to some feature they liked particularly 
%& the F 2 years and over 8.8 about the other brand or knew some one using it or some one connected 
i with the store handling it, etc. 
rands, ———— 7 ‘ i 
all \ 100.0% The old one required too much service" 
tiona _— 7 “Old one useless, no longer serviceable" 
1 such ‘Wanted one with more space" R PI 
. Just "Moved, built new home or modernized kitchen" F ACE- 
necessary to comment extensively. The not shown in the tables is the fact "Too noisy" 
1 their important thing is, of course, that 57.5 that no matter how long the customer "Too expensive to run" MENT 
rators . percent talked with or observed the takes before actually making up his “Buying other things, saw new refrigerator’’ 0/ 
en in experience of friends and relatives or mind to buy, as soon as this decision is es peg ised bs ' 32.] 0 
, ; ) rag si thi . ‘ 
riends both. Here is the old grapevine, ac- reached he wants the refrigerator at a a oo 
some : k R lati ° The ti » tock £ easty 1941 Worked at store where sold’ 
tively at work. ecommendation of once. Ihe time it took for early "Needed for new baby” 
xperts other people has always been regarded buyers to make up their “omg is — “Heard price wes going up" 
> accompanying tz j : : ’ - , 
in the epee teen date —_ wate Some had very unsatisfactory experiences with their old refrigerator. 
SALESMAN CALLED FIRST 15% the largest percentage, 29.) percent, Their primary object was in trying to find a new refrigerator that would 
/0 considered the purchase between two give better service and that there be a dependable manufacturer stand- 
GS and four months. During all this pe ae ee 
{ = = - c Sar PS gs af "Broke down, couldn't repair, motor caught fire, cost too much to have 
' riod of consideration these various fixed" 
: - influences have time to operate, and "No one seemed to know how to fix, etc.’ 
~ can be assumed to grow stronger and “Upkeep entirely too expensive” 
a stronger until by the time that the “Never satisfactory, glad to get rid of it" 
z husband and wife—one or both—set "Gas leaked—made mother very ill, made whole family ill, etc." 
| 3 out to shop—over 50 percent of them Cbesiste model” 
_ a, akan . “Old one too noisy" 
i = are actually presold on one particular :: - 
—— i _ ee Old one not cold enough 
= make of refrigerator. nadied een 
_ pay > , . Oil was always leaking 
zy : Phis preselling is especially power- "Relatives or friends talked so much about their Frigidaire, G. E., 
- ful in the most popular brands of re- Westinghouse, etc." 
~ frigerators, but the important fact is "Wanted larger or smaller refrigerator’ 
SS = that buyers go actually looking for a “Sold or put in house to rent" 
definite make and are not simply “shop- Vanes Setter, Covided to bay 
‘ ae a are : * hes . “New baby" 
ping tor a retrigerator. Sometimes, 10° 
— Had trouble so returned it" 
(Please turn to page 55) 
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HOW SHOULD | DIVERSIFY 


Electrical Merchandising Suggests Sticking to “Big Ticket" 
Specialty Items — and Starts a Series of Suggestions. 


“HE war will make it impossible for electrical dealers to obtain 
their full complement of merchandise. How can dollar volume 


t vious f e thing, that sales stress should be placed on 
igher unit items. And it takes no prophet to point out that a good 
rep lepartment will bring a steady cash income. 
But the question of diversification is a poser. Can an electrical 
dealer spread out and take on other home items? 
As a means of finding the answer to this ELECTRICAL MERCHANDISING 
contemplates a series of articles dealing with merchandise that ties in 


with the dealer’s set-up. Many a firm is tempted to take on lines that 


do not properly belong in his picture. 


irily the electrical dealer is a specialty salesman of big ticket 
Glance back some twenty odd years of retailing history for a moment 
if you doubt thi When the electrical washer appeared on the market 
it was obvious that a new type of retail outlet was needed—the place 
where salesmen would come out from behind the counter and tell a 
story, a shop whose representatives thought nothing of putting on their 
hats and drumming up prospective customers outside. 

| or 


required a persuasive presentation, 


they really were selling a change of living habits, and this 
an education thrown in with every 
nuts-and-bolts hardware store, the “pick out what you want” 


furniture retailers, over-the-counter boys could not compete. 


sale. The 


Thus selling store was born, and for two decades the 
electrical appliances made the public consider this 


type of operation synonymous with electrical dealers. 


a spec ialty 


rapid creation of 


Actually what is happening 
1910-1930 decade saw 


Is witnessing t 


is the mechanization of the home. Just 
as the the mechanization of the road, this era 


he change of the home into something your grandmother 
never dreamed about. 


It was inevitable that sooner or later, that other types of home spe- 


ilty merchandising than electrical would enlist the distribution 
machinery that appliances, due to being first on the scene, has set up. 
The war accelerates this movement. So it is common sense that 


ELECTRICAL MERCHANDISING Magazine proceed to “follow the ball” 


nd broaden its scope to contemplate the retailing of these specialty 











te r = 
[he time is ripe; the problems are much the same. The “big ticket” 
erchandis¢ will find in future issues of the magazine a picture of 
t fie The first starts with this issue. 
HE word, “articulate,” accord- In a world where wartime news- 
g to the Webster dictionary, papers are constantly making estab- 
eans to “button up.” lished habits seem topsy turvy, it is 
a sense, that is what today’s kit- well to examine the possibilities of the 
needs. We have been pumping market for kitchen modernization 
inces t f vears, sometimes Particularly the possibilities for 1942. 
making it a completely electric kitchen It is the estimate of Lyman M. Forbes 
ve \ yt yet made ita modern of American Builder Magazine that 
‘ \ modern kitchen is a 500,000 homes will be remodeled in 
" gement that vields the 1942 at a cost of $300 million. This 
convenience, in accessibility, approximately the same number as 
torage capacity in 1941. Now remodeling is peculiarly 
‘ e has « ¢ » sell the publi the baby of the local dealer as it is 
( kitche to go around the lone piecemeal. 
ire t already wns The de- on 
e slvendy perfected we The Market 
va y lv for the specialty sales There will also very likely be 650,000 
ume stribution needed to oc- new homes built in 1942. And don't 
e pub vith their merits jump at the conclusion that all of this 
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Kitchen 


and Your Chance 








it's in line with low cost homes now; it saves 


time for servantiess and working wives 


will be defense housing in areas tucked 
away down south where so much of the 
defense money is being spent. At 
latest count there were 275 defense 
areas marked out over the country, 
mostly in metropolitan areas. The 
number is constantly growing. 

Now any dealer has a good chance 
of getting his share of the kitchen 
modernization that will go on in the 
500,000 homes that will be remodeled. 
These will be scattered far and wide. 
He has fair odds for a crack at the 
kitchen business in the estimated 650,- 
000 new homes that will go up in 1942. 

Even on the 100,000 defense homes 
to be built with U. S. money we are 
told that the big contractors are not 
mopping up. The order is 
running around per con- 
tractor. Even if we assume that whole- 
sale buying bars the dealer from de- 
fense work there will still be plenty 
of gravy for him in the 150,000 new, 
privately financed homes to be con- 
structed, and in the 500,000 remodel- 
ing jobs that we have just mentioned. 

It is not believed by old timers that 
the red tape of priorities regulation is 
going to cut the ice that the 
papers make out. In the first place, 
the building trade suppliers are loaded 
with merchandise and this may be 
sold without any priorities at all. In 
the 


average 


ten jobs 


news- 


second case, every type of busi- 
ness is notoriously prone to look after 
its regular channels of trade, channels 
that will be in existence after the war 
iS over. 


FEBRUARY, 


. 
Now to get down to the outlook for 
cabinet and sink production. One large 
manufacturer recently told ELECTRICAL 
MERCHANDISING that any order could 
be shipped at once. Another said, 
“The limit set on sink production will 
be the limit set on all other sanitary 
fixtures vital to proper housing 
we shall probably go to allocation and 
at present are working on a_ stock 
pile plan anxious to see that most of 
our production goes to dealers in de- 
localities where the sinks 
cabinet sinks are needed.” An 
ciation man representing cabinet man- 
ufacturers gave as his minimum esti- 
mate that 50 percent of 1941 production 
would be forthcoming in 1942. 
appears that will be 
dise men will get 


sell it 


lt. 


Who Can Afford a Modern 
Kitchen 


fense and 


asso- 


So, it 
merchan- 


out and 


there 
who 


fc ir 


The impression has been given that 
because complete kitchens started out 
as rich men’s luxuries, modernization 
is too rich for the average man’s 
blood. When ELectricaAaL MERCHAN- 
DISING printed its first story on kitchen 
cabinets several years ago the dealer 
interviewed said that his average sale 
was around $800. The moment this is 
being written, your correspondent had 
just come from talking to a gentleman 
who was sharpening his pencil to show 
that there was no reason why a $2,500} 
defense house could not enjoy the lux- 
ury of a modern kitchen. 
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Modernization... 


to Share in the Movement 
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Defense housing can use 8 to |0 percent 
for the kitchen and still get FHA financ- 
ing, according to government authorities. 


THE MODERN SINK 
Has a Long Story fo Tell 


. It fits into the low cost house, with necessary compactness. 
. A lot of storage space is provided. 


. Extra work surface is available. 


The spray quickens dish washing and makes vegetable prep- 
aration easier. 


1 
2 
3 
4. Steps are saved because cleaning accessories are at hand. 
5 
6. The modern sink eliminates need for a dish pan. 

7 


It serves several purposes desirable in a small home: A place 
to wash the baby and shampoo hair. 









No better place for a shampoo than the kitchen 
sink in these modern models. 
each appliance should serve many purposes. 
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In small homes 


If 144 percent of the total cost of 
the home was available for the kitchen, 
it could be apportioned this way, he 
said: 


Electric refrigerator..... $140.00 
a | a 99.50 
WE Mess oan cpadcan 75.00 
Wall CODENEES. 6. cc ice eees 68.00 


$382.50 


In fact, according to Banks Wana- 
maker of Achitectural Forum Maga- 
zine, most of the people who have 
been buying kitchen modernization 


jobs have not been so ritzy judging by 
the amount of money that has been 
going for new homes between the 
years 1938-40. Of the one-family 
homes: 


45 percent cost less than $4,000 
30 percent cost $4,600 to $6,000 
15 percent cost $6,000 to $10,000 
10 percent cost more than $10,000. 





In the tiny defense type houses the fact that 
you can bathe the baby in the kitchen sink is 
a great sales point. 


“You will find that each supplier 
for the building industry, of which the 
electrical dealer is a part, is slowly 
integrating,” said Mr. Wanamaker. 
“The natural trend of the electrical 
dealer is to take on all of the merchan- 
dise that makes him a home equipment 
authority, whether it be electrical or 
not. In like fashion the lumber yard 
is spreading its inventory to include 
dog houses and unpainted furniture, 
and the plumber is turning into a heat- 
ing and air conditioning man as well 
as a plumber.” 


Sales Technique 


One dealer relates how he operates: 
“We found on checking around that 


there has been quite an acceptance 


built up by national advertising. The 
appliance manufacturers, the Modern 


created a 
dealer to 


Bureau, all have 


waiting for 


Kitchen 
market some 


(Continued on following page) 
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Evolution of a Kitchen Modernization Firm 





Hilgendorf Hardware started as a nuts and 
bolts shop some 82 years ago. 


model homes 
some woman Say, ‘Let's 


*k at the kitchen.’ lf 


that room 
loes not ppeal to ther they consider 
use not very interesting. Be- 
cause women think of kitchens as units, 
not just a matter of retrigerators, 
ranges, dishwashers, and waste exits 
ve put in just one kitchen in front 
I uur store It vas not elaborate 
cabinets inge, refrigerator, dish 
vasher—that is what we started with 
“We use direct mail advertising 
rettv good advantag We get re 
yorts every morning on new buildings 
During the process of putting up that 
1ome, the owner receives from us a 
series of five letters, all personal and 
typewritten. In these we incorporate 
} 





the things we have to offer. We found 


ending out 


lat these letters has 
brought us a return of $2.96 a letter. 
which is not bad for a 2¢ stamp and 


i girl to type them 


In a tiny corner a Hotpoint model kitchen 


was installed. Miss Alma Hilgendorf is 
showing it. 

“Planning and selling really dove 

tail together. I found it a good pros- 


pect to call on the lady of the house 
ind find out what she thinks she wants 
In nine times out of ten she has a very 
definite idea. It is a good plan to let 
her tell you what she thinks she wants 
and like to 
we do that 
from then on. 


how she would have it 


arranged If first it is a 


lot easier After listen- 
ing, it is time to sell your client what 
vou think she should have 

“IT might add here that it is hard to 


get started putting in kitchens but 
when you install them one sells an- 
other for you. The more you can 


place, the more kitchens those will sell 
for you, and that is really one way 


f getting business. So you will find 
you get started it a little 


time to get a few of them placed. 


when takes 

“It impresses a women for you to 
tell her the things she has perhaps 
overlooked, and from the standpoint 
of construction you can make sugges- 


WHO MAKES THEM—Cabinets and Units 





Auburn Central Mfg. Co., Connersville, Ind., “Auburn Central” 

Berger Mfg. Div., Republic Steel Corp., Canton, O. “Berger” 

Coppes, Inc., Nappanee, Ind. "Napanee" custom-built 

Dwyer Products Corp., Michigan City, Ind., “Murphy Cabranettes” 
General Electric Co., Bridgeport, Conn. 

General Porcelain Enameling & Mfg. Co., 2700 N. Karlov Ave., Chicago, 


il., “Veribrite” 


Hoosier Mfg. Co., New Castle, Ind. 

Hotpoint, Edison General Electric Co., 5600 W. Taylor St., Chicago, Ill. 

1-XL Furniture Co., Ind., Goshen, Ind. "I-XL Serv-U-Well" 

Kitchen Maid Corp., Andrews, Ind. “Kitchen Maid" 

Morton Mfg. Co., 5101 W. Lake St., Chicago, Ill. 

Mutschier Bros. Co., Nappanee, Ind., “Porta-Bilt" 

Parsons Co., The, Detroit, Mich. “Pureaire"” (complete with range, re- 
frigerator and ventilating units) 

Peerless Built-in Fixture Co., 2608 San Pablo Ave., Berkeley, Calif. 

Robot Products Corp., Industrial Bank Bidg., Detroit, Mich. 

St. Charles Mfg. Co., St. Charles, Ill. 

Westinghouse Electric & Mfg. Co., Mansfield, Ohio 

Whitehead Monel Kitchens Div., Excel Metal Cabinet Co., 101 Park Ave., 


New York City 


Youngstown Pressed Steel Div., 
“yps” 
PAGE 10 
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Mullins 


Mfg. Corp., Warren, Ohio 





And now the firm has branched out in 
appliances to take care of the trade that 
walks in to see the kitchens. 


Do this and she will start to 
have confidence in you. After our 
talk we make drawings from the meas- 
urements. 

“After working out what the cus- 
tomer either with miniature 
sketch or blueprints, we usu- 
ally run our prospect into the store 
and let them look over the real articles. 
When we sign a contract with our cus- 
tomer we always take a deposit, and a 
good sized one for several reasons. If 
you are ordering cabinets and any- 
thing of a special size, you cannot 
your order. Therefore, you 
must be sure they have made up their 
minds and everything is all set because 
a kitchen is custom-built. 

“On a $500 order we usually get 
$100 to $200 deposit. One hundred 
dollars is the least we will take. 


tions. 


wants 
models, 


cancel 


Work of Installation 


“In installing a kitchen we try to 
cause the least inconvenience possible 
because a woman hates to have her 
kitchen torn up for three weeks if it 
is not necessary. 

“We handle all sub-contracts. The 
customer talks only with our repre- 
sentative and we take care of the 
carpenter work, plumbing, electrical 
work, plastering and treatment that 
goes on the walls, cabinets and appli- 
ances. We put a 10 percent markup 
You will find that 
people like to buy a kitchen moderni- 
zation job just as they would a re- 
frigerator, and dislike or are afraid to 
deal with the various trades. This busi- 
subcontracting is something 

unfamiliar with and are 
afraid of. On the other hand they are 
perfectly accustomed to come into 
your store and make a purchase. That 
is the reason so many people will not 
remodel on their own volition. They 
fear the unknown. 

“Another thing I should add is how 

with contractors and archi- 
We have had many calls for 
these people. They come in and ask 
us to explain our proposition. You 


on sub-contracts. 


ness of 
they are 


to deal 


tects. 


FEBRUARY, 


in Milwaukee 





Other model kitchen sections—Hoosier, 
Kitchen Maid and Elgin were added. 


have to figure on a commission for 
them. You will save a lot of head- 
aches if you will make it a point to 
see them first whenever you are con- 
templating a deal with one of their 
customers. 

“We have not lost a single nickel 
on kitchen modernization. In most 
cases you are always dealing with 
home owners and generally a kitchen 
job is something that they have talked 
over for a long time. There is the 
FHA plan through local companies. 
The home does not have to be clear in 
order to sell them on that plan. 

“You will find this remodeling busi- 
ness is not profitable. You get away 
from a lot of competition. The appli- 
ances you seil are not at the bottom of 
the brackets.” 

Some idea of the types of kitchens 
desired by women is revealed by a 
study made by Kathleen Robertson 
of McCalls Magazine. She discovered 
that: 28.6 percent desired U-type kit- 
chens; 23.4 percent desired broken 
U-type; 15.1 percent wished L-type; 
7.2 percent wanted broken L-type; 
10.4 desired two-wall type; 8.9 wished 
individual center type; 2.2 wanted 
straight wall type. All others or 4.3 
percent wished variations. 


The Sink, Newest of Specialty 
Appliances 


There is a market for from between 
1,500,000 to 2,000,000 kitchen sinks 
per year. For a long period of time 
the sink business rocked on unevent- 
fully with the plumbing trade using 
a porcelain enamel cast iron sink 
which was unimaginatively distributed 
through plumbers. Most of the coun- 
try’s sinks were turned out by the 
“big three’—which in plumbing par- 
lance means Crane, Kohler or Stand- 
ard. These manufacturers were wed- 
ded to the plumbing trade and only 
sold to licensed plumbers. 

Quite naturally plumbers have felt 
that they should only install merchan- 
dise which they sold, just as doctors 


(Continued on page 53) 
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Carry 


“6 O, you're in the Army now! 
Well, it’s probably a lucky 
break for you. What need 


vould General Electric appliances have 
f an advertising manager, when there 
aren't any appliances to advertise!” 
That has been the comment on the 
part of friends and acquaintances since 
in official envelope arrived ordering 
me to report for duty at a camp in the 
South. It is probably a_ perfectly 
natural comment, based on information 
gathered from articles 
which painted a dark picture for the 
electrical appliance business 
few weeks there would be no 
appliances manufactured . existing 
retailers’ stocks would not be replen- 
ished, ergo: with nothing to sell, would 
the General Electric Company con- 


newspaper 


in a 
more 


tinue to advertise? Was the 
fact that I am now leaving for a job 
with the U. S. A. indicative of the 


folding up of the Appliance and Mer- 
chandise Department’s advertising pro- 
gram for the duration? 

lhese questions astonished me, This 
irticle is to give a definite answer to 
these and like questions. 

I sometime wonder whether or not 
the people of this country have any 
ippreciation of the part which adver- 
tising has played in making the United 
States the amazing country that it is 
today. Advertising has been directly 
responsible for our unequalled standard 
of living. In no other nation on earth 
do the people in general enjoy the 
things, the advantages that are ours 
at low cost. Our competitive system, 
our free enterprise makes advertising 
possible. Advertising makes mass pro- 
duction possible. Advertising is woven 
in to the pattern of our life, and it is 
a better pattern, in the estimation of 
most of us, than any which human 
beings have developed elsewhere. Fur- 
thermore, we are going to fight to 
keep this pattern. 

Advertising has a big job ahead. 
I refer to the reconstruction period 
which will come with peace. Adver- 
tising is the force which will avert 
economic stagnation, and it will be 
needed to move the gush of consumer 
goods, electrical and otherwise, which 
will spurt from the plants of the coun- 
try after the war production period 
nds. More goods for more people at 
ss cost—America has just commenced 
» show what it can do in this direc- 
tion. Advertising has been one of the 

ajor tools in bringing this to a real- 
ty. Stop advertising! There is a de- 

atist attitude in this which I do not 


Ke, 


General Electric has no intention of 
scontinuing its appliance and mer- 
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ing On 


chandise advertising and promotion, 
despite the fact that the trickle of ap- 
pliances which it will have to sell to 
the public will be thin indeed. Let 
us examine some of the reasons why 
such a company as General Electric 
should adopt such a course under such 
conditions. 

In company with the entire electrical 
appliance industry, we have enjoyed a 
two-year period of remarkable busi- 
ness. Our statisticians have projected 
the normal growth of our appliance 
business into the future, and even their 
conservative prognostications show an 
amazing picture for the next few years. 
However, all this was predicated on a 
state of peace. Now we find ourselves 
Our 
themselves in a 


at war. I find myself in uniform. 
statisticians find 
puzzle. 

There are no precedents which com- 
fortably can be leaned on. The rec- 
ords of economic dislocations and com- 
pound fractures following the extended 
prowls of Atilla, Tamerlane and Ghen- 
gis Khan are lost in the dust of yes- 
terdays. The present conflict throws 
World War 1 into the relative import- 
skirmish. The recovery 
period after that war offers no pattern 
for a similar period which will follow 
the end of world struggle. The appli- 
ance business was rudimentary in 1918 
in comparison with its magnitude 
today. History offers little help in 
working out either the military prob- 
lems of the present, or the economic 
problems engendered by war, let alone 
the impact of peace.. A study of the 
effect of the Napoleonic wars is utterly 
useless, for today we are living in a 
different world. It is a world of ma- 
chines, a war of machines. Technology 


ance of a 


and economics are our real weapons. 
Only by the skillful use of these two 
factors can we hope for full victory— 
victory on the sea and land, military 
success; and the economic victory 
which must follow, if the initial vic- 
tory is not to be Dead Sea fruit. 

Army staff work, the planning of 
strategy, the organization for attack, 
have much similarity to the planning 
of an advertising program. As a base 
for planning, there must be the basic 
scheme, the grand strategy. It is not 
involved with immediate exigencies, 
but with the long range objectives. 
It has to do with the war, not with 
battles. Staff work goes on, in peace 
time and in war time. Effective ad- 
vertising, in my estimation, looks first 
to the long range objectives, and plans 
its grand strategy. The campaigns 
which follow are influenced by condi- 
tions existing at a particular time, 
and they must be interpreted in the 


1942 


Curtailed production does not 
eliminate the need for continuous 
advertising and education 





Major Boyd W. Bullock, U. S.A. 


Advertising Manager, 


Appliance & 








Mdse. Dept., General Electric Co. 





MAJOR BULLOCK was a second lieutenant in World War |. 
When the war ended, he returned to the University of 
Illinois, where he was student colonel of his R.O.T.C. brigade. 
Following his graduation in 1922, he continued his army 


affiliation as a 
in 1937. 


reserve officer. 
Major Bullock's service record of nearly 20 years 


He was appointed major 


with General Electric Company started in the Publicity De- 
partment at Schenectady, where his first assignment was 


market research and analysis. 


After holding several other 


posts in publicity and promotion, in 1939 he was appointed 
advertising manager of the Appliance and Merchandise 


Department at Bridgeport. 


light of the grand strategy and the 
emergency as well. 

These are the things that should be 
kept in mind as we seek to chart our 
course over this difficult period. At 
the same time we should not attempt 
the impossible, that is, make advance 
decisions on what should be done in 
the future under circumstances which 
cannot be foreseen. Advertising plan- 
ners must be even more alert, sensitive 
and flexible than they ever have been, 
ready to grasp the situation as it arises, 
and bend it to the betterment of the 
consumer, the retailer and the manu- 
facturer. 

To me it seems that all advertising 
is divided—like Gaul, into three parts. 
First, there is the advertising designed 
to sell a specific article at a specific 
price. Second, there is that type of 
advertising called institutional, de- 
signed to create good will toward an 
organization. Third, is the advertis- 
ing which seeks to condition a market 
preparatory to the introduction of a 
specific product which will supply the 


built-up desire. Over a long period 
of time, General Electric has been do- 
ing this type of advertising. It might 
be called educational—although I do 
not think that this term actually is 
descriptive. General Electric is going 
to continue its advertising of this type 
because there is a close analogy be- 
tween the condition which gave the 
initial promptings to this type of ad- 
vertising, and the condition which 
exists today, and will exist for an 
indefinite period. 

Thus today’s decision stems from 
one made several years ago by the 
General Electric Company. We then 
spoke to a consumer market, for the 


first time, even before we had the 
merchandise to sell to this market. 
This program, of course, was called 


visionary and impractical by some. It 
worked out, however, exactly as it 
was planned. It was responsible for 
the phenomenal acceptance of the Gen- 
eral Electric refrigerator to make a 
rapid market penetration. 

(Please turn to page 51) 
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Something new has been added,” says Lee Clark, adver- When ELECTRICAL MERCHANDISING'S photographer Not many people know that J. L. Stephens, sales promotion 

tising manager of Frigidaire. This time it's @ little rubber called at the Norge exhibit, E. H. Robertson, Jr., of the manager for Gibson, went to school with Wendell Willkie as 

gadget thet shutting the door causes to close tightly and Charleston Electric Supply Co., Charleston, W. Va., under- 4 lad, and once fitted shoes on the tootsies of Alfred Lan- 
hold cold in the right places. took to show what new had been added to the Norge. don, while a boy working in his father's clothing store. 








G. B. Schuyler of Apex-Rotarex is away from his exhibit, but C. C. DeWees of Stewart-Warner predicts a land office Tom Conlon putting on the heat for Conlon lroners. The 
he seems to be enjoying his chat with P. S. Moynihan of business will be done on the Eskimo Pantry in 1942. You portly gentleman is R. E. Bard of Commonwealth Edison Co., 
Blackstone. can pretty nearly stow away a whole hog in its innards. Chicago. 













243 


OURS FROM Acrun 
ONG Gone a Suivey 
NOT GIFTS ~ es 


mom 











This little gadget that regulates the draft automatically goes Some 75.7 percent of all Toastmasters are sold as gifts, ‘A picture no artist can paint," L. W. Ryder, general sales 
with every heater, according to Charles R. Conn of Coleman according to Harry B. Davis, Jr., assistant to general sales manager, tells S. J. Brick of Abraham & Straus, Brooklyn, 
Lamp & Stove Co. manager W. E. O'Brien. and Ben Stevens, New York Speed Queen representative. 







The tank cleaner is riding on the crest of a wave, Walter L. A refrigerator that walks and talks intrigued Ada Bessie H. U. Mann, Chicago factory representative, does a little 
Mayer, general manager of Magic Aire Inc., Cleveland, tells Swann of Womans Home Companion when she called at the pointing at the trade mark for the benefit of Steve Janis 
Len Canty, of Electrical Merchandising. General Electric exhibit. sales manager, and President Lonergan, and their oil heaters. 
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Something that war manufacturing will not clip is wood kitchen cabinets, 
according to George Reinoehl, Jr., advertising manager of Mutchler 
1 Bros. of Nappanee, Ind. George Carbean getting an earful. 


Premier Vacuum Cleaner is going to promote service hammer and tongs, 
J. A. Joseph, regional manager for the Electric Vacuum Cleaner Co., Pre- 





al sales 
rooklyn, 
ntative. 


a little 
e Janis 
heaters. 














mier Division, tells F. D. Farrell of Hess Bros., Rockford, Ill. 


This about snapped everybody with the Electric Steam Radiator Corp. 
Here is Roy R. Fisher, Jr., vice president, Roy R. Fisher, Sr., president, and 
Geo. F. Mcintosh, secretary. 


See that space behind the glass shelves where Lou Miller of the Kane Co., 
Cleveland, is poking his finger. That's difference in 1942. Jerry Golten 
of Stewart-Warner is all agog. 














What's a show without a few pretty girls 
around, asks W. R. Dabney, sales manager, 
lronrite Ironer Co., as he squires Miss Mary 
Thompson, lowa-Nebraska demonstrator. 





Here is Ralph Cameron, manager major 
market sales, Kelvinator Division of Nash- 
Kelvinator Corp. 


No more chromium, no more aluminum 
Frank R. Kohnstamm, sales manager of 
merchandise, Westinghouse, points out. 


Oscar A. Lenna, president of Blackstone 
Mfg. Company is not seen as often at the 
washer shows as the other boys. 








Exhibitors 


ingenious in adapting products 


at Chicago shows 


to war time manufacturing 


-' 


The world is waiting for more guys who can 

sell tank cleaners, according to Jack J. 

Downs, sales manager for Clements Manu- 
facturing Co., who make them. 





Note how the war has cut down the size 
of the Proctor iron line, says Joseph Tiers, 
advertising manager. 





This little cooker has been redesigned, says 
Birch L. Vermillion, general sales manager 
of the Knapp-Monarch Co. of St. Louis. 
Harry Warren, most photogenic of Hot- 
point sales managers, shows how the new re- 
frigerator depends on porcelain enamel. 





More Shots From 
















nand to see how the martet Sewing machines are going to town for electrical dealers 
these days. In the White Sewing Machine Co. exhibit in 
addition to Lee A. Woolsey, advertising and sales promotion 


manager, was Dodge E. Barnum, sales manager. 


vice president, Clarence Tay 


oT y Distributing Corporation, and David 


ian rt TP A | Distrbut ng Co Newark 





Landers, Frary & Clark sent E. L. Farquharson to exhibit Charles A. Morrow with red tie and walking cane, of F. W. Stewart of the Biederman Furniture Co., St. Louis, is 

Universal washers. and Lee Moss to show vacuum cleaners. Youngstown Pressed Steel division, Mullins Mfg. Corp., is listening to the siren song of Charley W. Smith, sales manager 

Also present were B. C. Neece, vice president and H. M. always a photographer's delight. Listening to him is G. W. of Apex-Rotarex Corp. (right) who was on hand to greet the 
Parsons, range sales manager. Hipple, Evanston, Ill., representative. customers at the Apex exhibit. 



















A. W. Altorfer, himself, came up to Chi- Just how the war has changed details of Al Shields, of Evanoil Division, Evans Prod- The idea of Parker Erickson holding his a 
cago to answer the questions asked about manufacturing is explained by H. J. Ger- ucts Co., wears wings on his lapel, because gold watch in his hand is to show it matches 
the new ABC-O-Matic. Also making an ap- rity of the Chicago office for Easy Wash- he flies most of the time. Incidentally there the gold plated Bendix shown. Incidentally 
pearance was H. W. Alltorfer ing Machine Corporation. is less chrome on the ‘42 Evanoil heaters. Parker's new title is merchandising manager. 

BO: 

A. E. Wedderspoon, vice president of sales Miss Edith Feldman pours some coffee for the photographer, Morton Manufacturing Co. is not alone in sensing the appeal ue 
for Cole's Hot Blast Mfg. Co. is caught not for her boss, H. Cory, shown in the background. Many of kitchen cabinets. Here is Ben Gould, sales manager, and 


passing out catalogs other officials of the company were present at the show. C. S. Motter, vice president. 
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A trip around the country 
and to the Landers, Fary & 
Clark factory at New Brit- 
ain, Conn., shows the com- 


pany geared up with an 





ers aggressive program 
t in / 
tion 





PROVIDENCE . . . Universal's Roy Brown (right) explains 


vis, is nutritive cooking to H. R. Tracy, president of Tracy & 
nager Co., Providence, R. |., and Larence Levitt. 
et the 





RANGE QUIZ... Harry Parsons tries a quiz on Lynne 
Fox, home economics, while Ed Powers, Bill Cashman 





ing his and Hardy Payor listen in during factory convention. 
matches 
dentally 
anager. 
BOSTON .. . J. O'Donnell and C. S. Powell of Graybar 
New England, listen to Universal's Harry Baynes. Standing 
» appeal is E. Rowan of Graybar. 
yer, and 











Universal Introduces 


PHILADELPHIA ... 
Graybar vice presidents, listen to Universal's H. A. Bris- 
bin (standing). Right, Harvey Wood, Graybar sales. 



































Don Hannan and Al Hallstrom, 








EXPLANATION .. . Howard Schott, Universal designer, 
left, goes over new cleaner with Leo Milewski, Universal 
labs, Lee Moss and Frank Nestor. 





MINNEAPOLIS .. . 
over the '42 washer line with Jack Villett and Ken Gullick 
of Northland Electric Supply, Minneapolis. 


Universal's Ed Johnson, left, goes 


BOSTON . . . Universal's Jack Cawley, left, goes over 
42 cleaners with Tom O'Donnell, Ray Nelson, Tom Burke 
and Bill Burke of J. H. Burke Co., Boston. 






: 
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a 


Y « 


‘| % é 


ae 
SAN FRANCISCO .. . R. Longfellow, W. E. Ayden, 
VP of Electric Corp., listen to Universal's A. A. Kuhn- 





‘hausen. Right, S. Sacht and W. McGregor of El. Corp. 





DES MOINES ... J. G. Thompson, G. W. Onthank (left) 
listen as Universal's Bob Harrison demonstrates. At right 
Louise Barker also of G. W. Onthank Co., Des Moines. 





CLEVELAND ... Universal's Bill Meyers goes over range 
line with C, C. Conrad, H. F. Kloha and Harold New- 
port of the Moock Electric Company, Cleveland. 





WILMINGTON . . . Universal's Joe Hoey, right, shows 
washer line to R. B. Ward, R. L. Hollowell, R. S. Glover 
and C. D. Crawford, Wilmington distributors. 

















NORGE... Host to 
Distributors at Detroit 


View 1942 line in series of meetings from Jan. 5 to 12 





During the war, Norgemen are going to do their tipping 
with defense stamps. Here Howard Blood, Norge presi- 
dent, tips waitress Lora Goodman while John Carstens, 





deputy administrator for Defense Savings enters them 


in book Going over the details of the new Norge Among distinguished after J. F. Mehr, Roth Distributors, Milwau- 
service plan which will take a leading dinner speakers at the kee, had a birthday at the convention 
place in 1942 activities are W. M. Norge distributors dinner and gets a cake from Earl Bridge, Norge 
Wood (left) of Automatic Sales Corp., was Ludwig Hommel of sales manager for washers. He is going 
Houston, Tex., and Service Manager Jack Ludwig Hommel & Co., through the traditional routine of blow- 
Cameron. For story see page 41. Pittsburgh, Pa. ing out the candles. 
Here, left to right, are N. M, Forsythe, Vice-President A lighter moment is enjoyed here as Norge Treasurer 
M. G. O'Harra and Eugene |. Jones, Norge hosts. John Park reels off a Scotch story to George Pizarro. 





Time off from business was taken during the recent Norge 
distributors meetings at Detroit by this group seen in- 
specting a new automatic shotgun given Vice-President 





Glenn O'Harra by fellow-workers. Left to right: George 
Fullenwider and J. H. Northey, both of Southern Bear- 
ings & Parts Co., Charlotte, N. C.; O'Harra, and C. E. 
Beeson, also of SB & P 

























Ed Barrows, assistant advertising manager, goes over The eyes of Texas were upon the 1942 Norge gas ranges St. Louis, Kansas City and Wichita were represented at 
sales literature with F. M. Bultman of Cain & Bultman, when this picture was made of W. J. Schnelle, Texas the distributors meetings in Detroit by M. B. Lasky of 
Inc., Jacksonville, Fla. Big Norge campaign will be Wholesalers, Dallas, and Gas Range Sales Manager E. J. Mayflower Sales Co., distributor for all three territories. 
directed to the building of a new service program for Kanker who points out all the new features. Here Lasky (left) chats with Norgeman W. R. Palmer. 


dealers 









George Lehleitner, left, and Adolph Schrieber, right, George Lehleitner, center, of Norge Products, New Or- (Left to Right) Charles E. Bolton and E. M. Gass, both 
Norge Products, New Orleans, La., are seen talking with leans, talks things over with G. N. Tobias, left, and D. W. of the Gibson Company, Indianapolis Distributors, and 
Refrigeration Sales Manager Jack Tenney. Burke, both of Radio Distributing, Detroit. E. M. Bridge, Norge sales manager for washers. 
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with the “TATTLE-TALE light 









“PEP-UP’ 


YOUR SALES WITH 
THESE FEATURES: 


















proof. Eliminates stooping. THE Chienge Baily Cribuar Py 
Germ Trap Filter — [5 vane rpm marca 
thoroughly cleans and mn’ 
purifies the air. Espe- a <n : 
cially important as an aid Cw pen = ~ 
to national good health. And! '§ TRUE! CLE DO ae 
‘ADE 
Exclusive Thread-Pick- <7 IT'S TR . = 
cae Mesum i oe Oe Universal Helps Dealers 
ozzle — scientifically M 
designed to permit use of SETAND FLA DEALER = ; with National Advertising 
much more powerful suction << — a — in over one hundred key markets, 
—cannot drag or seal. SF wa Universal is backing its Clean-Air 
bd GINIVERSAL WAY [0 BETTER Cleaner with newspaper, outdoor 
a * were HS ° . ST, . 
: cf and telephone directory advertis- OY HR, 
: sare : UNIVERSAL ing. Plan now to cash in on this fast i 
Exclusive ‘Tattle-Tale”’ OO ere Sete 
Ligh d light flash ae OME e3 oer= 7am 3 moving line. Write or wire for full 
rs a Me moar meneonty es Tee Kietve un Gower i details on Universal's big Spring 
when dirt bag needs empty- ; onIZED OE <a . : 
ing. Pr t “ f Ad say ae Clean-Air Cleaner promotion. 
g. Prevents loss of suction I er . , 8 agen — + AS, 
due to overfilled bag. nd . A Sa a 
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Handy Toe Switch — 
motor responds to gentle 
touch of toe on switch— 
convenient, sturdy, fool- 





























Exclusive Features will help maintain Profits! 


UNIVERSAL 


CLEAN-AIR CLEANER 






Maintain your profits in 1942 by selling the 
UNIVERSAL Clean-Air Cleaner — leading 
Tank Type Vacuum Cleaner backed by na- 
tional advertising. Built for 3-dimensional 
cleaning with 13 attachments, this cleaner 
includes many exclusive features designed by 
UNIVERSAL engineers after years of experi- 
mentation in the laboratory and home. This 
year it has more exclusive fea- 
tures and is more beautiful than 
ever in its two-tone Polymeroid 
blue. It's the cleaner for you in 
42. Decide now to sell the 

line that has the features 

and make a wider margin 

of profit, thus offsetting 

smaller unit turnover. 






13 Attachments and 
Storage Kit — new kit 
hangs or stands in closet. 

Takes minimum space — keeps 

attachments handy. 
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] Wf} VW Wolf & Dessauer, Fort Wayne, northern Indiana's largest department 
store, move the appliance department to a separate location 





— ee 





FIFTH FLOOR 
of a Es 


department 


St0re...... C0 ‘THIS 


J pe ibout the ultimate in appli- pliances, records and gifts that add 




















ance store arrangement has been to the convenience and pleasure of 


pened to the pul 
& Dessauer, Fo 


diana s large st 


| 
For a long time tl 


yh ic recently by Wolf 


rt Wayne, northern 


department store 


ie Store management 


id felt that the appliance department, 


formerly located 


vithin the store, 


ne importance 


I l€ doot el 
‘ was ele 
I than the 
ep ese t the 
ity concept DI 


epartment shoul 


if a location in keepin 


the fifth floor 
was being deprived 


g with its genu- 


SO hen the oppor 
when € pp Tr 


a ground floor loca- 


noved trom the main 
ed More modern, 
tore itself, it 
management’s own 
what an appliance 


1 look like for easy 


the modern home. Streamlined de- 
sign throughout, double _ all-glass 
doors, display windows at almost 
side-walk level, fluorescent lighting 
throughout and ample aisle room for 
demonstrating anything in the store 
are some of the features which mark 
the location as outstanding. The spa- 
cious record department is provided 
with three listening booths, while the 
radios and radio-phonograph combi- 
nations occupy the entire mezzanine 
of the store and enjoy all the benefits 
f a separate department. Lawrence 
Tholen is manager of the modern and 
unique department store’s new appli- 








ind leisurely selection of radios, ap ince headquarters 


The stream-lined refrigerator and range department of the new Wolf & 
Dessauer department store in Fort Wayne has plenty of room for easy 
inspection. 





tuk tie tee nee 8 ee 











Radios and combinations occupy the entire mezzanine of There are three listening booths in the record depart- Fluorescent lighting throughout adds enormously to the 

the new separate appliance store of Wolf & Dessauer. ment of the new store and a big stock of records. visual appearance of the store's appliance displays. 
; 
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UNIVERSAL GLIDER IRON 


The Glider Iron features many unique 
conveniences plus streamlined new beauty. 
Ports in the super-deck construction dis- 
perse rising heat thus minimizing discom- 
fort from red, coarse hands. The exclusive 
Round Heel eliminates wrinkling on the 
backstroke thereby saving time and energy. 






Only the UNIVERSAL Glider 
has all these 8 features: 


@ Exclusive air ports protect hands 
from rising heat. 





@ Fingertip control gives accurate 
heat adjustment. 


®@ Light weight and perfect balance 





UNIVERSAL HEATING PADS 











y to the 
splays. 











UNIVERSAL MIXABLEND 


UNIVERSAL presents the only Mixer of its 
type with two-speed, ball-bearing, self- 
lubricating motor and 3-position switch. 
It's easy to use and gets results quickly. 
Liquefies fruits and vegetables for nourish- 
ing health drinks, mixes light batter and 
icings, blends all kinds of drinks and 
purees high-vitamin foods for babies and 
special diets. 


These pads made of the highest quality 
materials are carefully constructed and 
rigidly tested for temperature maintenance. 
Recommended by physicians, they can be 
used with either wet or dry applications. 
UNIVERSAL 3-Heat Pads are equipped 
with 4 thermostats and positively maintain 
any one of 3 separate temperatures. A 
separate, washable, muslin slip-cover and 
a separate, removable, rubberized cover 
is supplied with each UNIVERSAL 3-Heat 
Pad. 


saves fatigue. 


@ Round heel prevents backstroke 


wrinkling. 


@ ‘Easy Set’’ heel rest forms rigid 


stand. 


@ Beveled point slides smoothly under 


buttons. 


®@ Cool, smooth Bakelite grip fits the 


hand naturally. 


@ Heats in 30 seconds for faster 


ironing. 


To help dealers maintain profits in '42, UNIVERSAL suggests its Mixablend, 
Heating Pads and Glider Iron. All three of these appliances have unique 
features for “step-up”’ selling. All three are necessities on the home front. 


The Glider Iron saves energy for important war work. The Mixablend is 
designed to prepare high-vitamin foods for a stronger, healthier nation. 
And UNIVERSAL Heating Pads not only aid in relaxation but are often 
recommended by physicians for the comfort of their patients. 


UNIVERSAL’S reputation with quality assures the fast turnover of these 
smartly designed appliances. Write or wire today for full information 
that will help step up sales for you in ‘42. 
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HOTPOINT Ranges 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Iil. 


fodels: Aristocrat, President, Hostess 


ing Features All 1942 Hotpoint 
anges equipped with Giant and Util 


ity size Hi-Speed 5-heat Calrod sur 
face units l-piece reflector pans 
Flavor-Seal oven with balanced heat; 
l-piece ven interiors finished in 
porcelain with shelf support embossed 
in lining; shelf position indicator en- 
ables homemaker to select right shelf 
ition for cooking job at hand; 
Broiler measure indicates number oi 
he from broiling unit; 2 steel 
ven racks in gunmetal blue—1l 
traight and 1 _ reversible both 
equipped with lock stops, standard 
with every Hot; int range oven 





{ 1 lati pan for roasting and 
g standard in all but apartment 
nodel; Quick reference chart 
drip tray qt. Thrift Cooke 
vith white lids on all but Aristocrat 
model which has 7 jt ooker witl 
] ed eta lid 
\ t it le i hite fh hed 
ind =broiling 4 witi ad 
Atle eat ick 
| dent H and Aristo at 


‘ lasher bands incorporate built 
memaster or built-in Timemeas 
\ristocrat model has both 


l imemaster wes oven ooking au 
atically eliminating guess-work 
limemeasure sounds a chime note for 
cooking yperations from 5 t 

() min.; both devices available sep 
irately as accessories. Hotpoint Vene 
tia-lite wking top vanity mirror 


amp standard on Hostess and Aris 
tocrat, and available as accessory for 
ther models Masterpiece model 
lescribed in January) completes the 
1942 line.—Electrical Merchandising 
Febr lary 1942 


SILEX Coffee Maker 
The Silex Co., Hartford, Conn. 
Mode Manhatta 
ling Features: Wide neck for easy 
leaning; Silex Spring Tension filter; 
astic molded parts have been elim 
nated because of shortages; all stand 


ird Silex equipment fits Manhattan 


ncluding “Self-Timing” stove.—Elec- 
trical Merchandising, February, 1942 
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NORGE Refrigerators 


Norge Div., Borg-Warner Corp., 
Detroit, Mich. 


Vodels: 1942 Quiet-Flo Rollator line 


consists of 7 models: two 6-ft.; three 
7-ft. including an all-porcelain model 
and two 9-ft. sizes. 

Yelling Features: Night-Watch fully 
automatic defroster automatically de- 
frosts freezer unit for 3 hrs. each 
light between midnight and 3 a.m.; 
shallow defroster tray under bottom 
of freezer unit carries defrost mois 
ture directly to Handefroster which 
requires only weekly emptying; 
larger, covered, crystal glass Cold 
pack provides greater storage space; 
Safety sealed freezer accommodates 





Norge Coldpack 


ve lrozen foods, desserts, Cot. ¢ full 
glass-covered Hydrovoir keeps veg 
etables crisp; from fluted, transpar 
ent door of sealed freezer to flowing 
lines of trim on fate of covered Hy 
drovoir, plastics have replaced metal 
in new beauty and design. Bullseye, 
a magnifier, allows easy reading of 
Cold Control setting without opening 
freezer door; Easy-out trays; acid 
resisting shelves; Rollator Cold- 
Maker are other features.—Electrical 
Merchandising, February, 1942 





ZENITH Portable Radio 


Zenith Radio Corp., 6001 Dickens Ave., 
Chicago, Iii. 


Device: Portable, Trans-Oceanic radio. 


Selling Features: Operates on self con- 


tained battery pack or 110 volt a.c.- 
d.c.—can be used in air raid shelters 
where power is not available; broad- 
casts from foreign countries can be 
brought in direct thru short wave fea- 
ture; equipped with movable Wave- 
magnets—one for standard broadcast 
reception and a second to pick up sig- 
nals from foreign and American 
shortwave transmitters; Wavemag- 
nets may be used inside cabinet or 
may be removed and applied with suc- 
tion cups to windows of trains, planes 
or boats; also equipped with telescope 
aerial ; 6 bands—1 for standard broad- 
casts and 5 for short wave; spread 
band tuning and automatic time band 
buttons have been used.—Electrical 
Merchandising, February, 1942. 


v 
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UNIVERSAL Mixablend 


Landers, Frary & Clark, New Britain, Conn. 


Model: E-103. 


Selling Features: 2-speed Mixablend 


mixes drinks, whips creams, icings, 
puddings, light batters; purees foods, 
chops mushrooms, peas, other veg- 
etables for soups; liquifies fruits, 
vegetables ; blends cocktails and other 
beverages. 3-parts: base with 2-speed 
motor equipped with self-lubricating 
ball bearings; 1 qt. glass container 
with 6 stainless steel blades and a 
round Bakelite cover which fits over 
top of glass; operates on a.c. or d.c.; 
equipped with radio interference elim- 
inator. — Electrical Merchandising, 
February, 1942 





KELVINATOR Refrigerators 


Kelvinator Div. Nash-Kelvinator Corp., 
14250 Plymouth Rd., Detroit, Mich. 


Models: 6 new models, four 7 and two 
9 cu. ft. models. 

Selling Features: 2 “Moist-Master” 
models top line—7 and 9 cu. ft. which 
supply 5 different kinds of cold for 
the right temperature and humidity 
for various foods; freezing compart- 
ment with below- freezing temper- 
atures for ice cubes, frozen foods and 
ice cream; Meat Chest with near- 
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5-Way Shelf 


freezing temperatures; dry cold area 
on shelves to right and left of freez- 
ing compartment ; moderately moist 
area just below dry cold area for 
foods with protective coverings such 
as diary products and citrus fruits; 
and super-moist cold area completely 
enclosed in clear glass for fresh fruits, 
vegetables etc. 

Polarsphere handles cold-making 
job in evaporator for first three types 
of storage conditions and provides re- 
frigeration for a series of coils which 
are concealed in back wall and bot- 
tom of cabinets. 

Other features in all models in- 
clude Permalux exterior finish; re- 
cessed, toe-room base; full cabinet- 
width doors; plastic inner-door panel ; 
easy-action door latch; 1-piece porce- 
lain enameled interior with acid- 
resisting bottom; tall bottle space on 
both sides of freezer; large porcelain 
finished high speed freezer; 2 extra 
fast freezing shelves; 13 setting Kel- 
vin control; Freon-12 refrigerant; 
Polarsphere sealed unit; 5-year pro- 
tection plan on sealed mechanism. 

1 xtra features to “sell-up” include 
a 5-way magic shelf offering 5 shelf 
wt 20 Moonstone glass meat chest 
with glass cover slides out like a 
drawer; single or twin crispers with 
glass tops; “Vegetable Bin” unre- 
frigerated storage space; automatic 
light. 

Prices: From $149.95 for lowest priced 
7 _- ft. model to $259.95 for big 9 
cu. Moist-Master.—Electrical Mer- 
pe te February, 1942. 


v 


K-M Shaver 
Knapp-Monarch Co., St. Louis, Mo. 
Model: K-M Natural Angle Shaver. 
Selling Features: Black plastic finish; 
chrome plated shaving head, 2 sizes 
of cutting slots—for coarse and fine 
beards; new-type motor, 6500 rpm; 
natural angle of head makes it un- 
necessary for purchaser to learn new 
method of shaving; ac. or d.c.; 
packed in attractive, serviceable case. 


Price: $10.—Electrical Merchandising, 


February, 1942. 
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In building Westinghouse Small Motors our 
aim has always been: 

To build motors which manufacturers can 
readily adapt to their products to improve the 
efficiency and appearance of those products. 

How well we have succeeded in this is shown by 
the fact that American manufacturers are now 
using Westinghouse Small Motors to drive items 
ranging from sewing machines to stokers 
washers, ironers, jet pumps, gasoline pumps, re- 
frigerators, oil burners, unit heaters, adding 
machines... 

Throughout 1942 a great part of our capacity 
will, of course, be devoted to war production. In 
airplanes, tanks, fighting ships, gunfire control 
equipment . . . Westinghouse Small Motors are 
doing their share. 

However, always mindful of those manufacturers 
and their dealers to whom we owe our existence, 
our policy continues to be: 


® To make every Small Motor finer than 
the finest that has yet been built. 


e To surpass present accomplishments no 
matter how satisfactory they may now 
appear. 


e To co-operate with American manufac- 
turers in the development of modern 
motor-driven products, which can be 
profitably merchandised by established 
dealers. 


To this end we are inviting manufacturers to 
consult with us concerning their motor problems, 
and to utilize the facilities of our engineering staff 
in working out design and construction ideas. 

We believe that this co-operative service will 
result in the building of finer products for which 
you will find a ready market among your cus- 
tomers. Westinghouse Electric & Manufacturing 
Co., East Pittsburgh, Pa., Dept. 7-N. 


J-03159 
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— of successful manu- 
facturing companies — 
whose responsibility it is 
to buy wisely — usually 

decide on ‘Briggs & Strat- 

ton” when gasoline mo- 
tors are needed. 








These Machines Are 
Representative Exam- 
ples of the Wide 
Variety of Applica- 
tions of Briggs & 
Stratton Motors. 












ROAD 
MARKER 


OTD 





Men who make buying their 







job pay exacting attention 








BATTERY 
CHARGER 


, WA 


to quality, dependability, and 


+} 


value, carefully investigate 


' 


and check the integrity and 


VLAN 


standing of their suppliers. 


SICKLE BAR 
MOWER 


And that is why purchasing 
executives usually prefer to buy 
4-cycle, air-cooled gasoline motors 


for their powered equipment from 





Briggs & Stratton — the world’s larg- 
est producers — sizes, 2/3 to 6 HP. 


BRIGGS & STRATTON CORPORATION 
Milwaukee, Wisconsin, U. S. A. 


» Soe > 
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Cold-Wall CPD-9 
FRIGIDAIRE Cold-Wall 
Refrigerators 


Frigidaire Div., General Motors Corp., 
Dayton, O. 


Vodels: CD-7, CPD-9. 
Selling Features: 


l Redesigned Super 
Freezer Chest provides increased ca- 
pacity; redesigned Dew-Fresh Seal 
for control of moisture within cab- 
inet; 16-way convertible interiors 
made possible by newly designed 
shelves. CPD-9 has new sliding shelf 





Super Freezer Chest 


which holds set of uncovered square 
glass dishes together with a basket 
for eggs and other small articles. 

Other features include self-closing, 
self-sealing Super Freezer Chest 
Door; Utility storage bin for unre- 
frigerated foods; new location of cold 
control; new dual-purpose Meat 
Tender; Meter-Miser mechanism; 
F-114 Refrigerant; 1-piece cabinet. 

2-door, 134 cu. ft. Cold-Wall of last 
year is continued practically without 
change. — Electrical Merchandising, 
February, 1942. 


v 





Attach-O-Matic 


EUREKA Attachments 


Eureka Vacuum Cleaner Co., 
6060 Hamilton Ave., Detroit, Mich. 
Device: Eureka Attach-O-Matic and 
Viso-Tool Kit. 
Selling Features: Attach-O-Matic is 
inserted in front of cleaner, providing 
frontal mounting for hose so cleaner 
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follows behind operator; automat- 
ically disconnects belt when attach- 
ments are being used, and returns it 
when device is removed. 

In Viso-Tool kit the wide range of 
attachments are clearly visible and 
easily accessible; can be hung on 
closet hook or stand on floor or shelf. 
—Electrical Merchandising, February, 
1942. 





UNIVERSAL Ironers 


Landers, Frary & Clark, New Britain, Conn. 
Models: Nos. 55 and 92 stand and No. 


22 portable. 


Selling Features: Economy shoe, de- 


signed for low current consumption 
with non-scratch surface; Protecto- 
edge protects fingers from heat; Duo- 
thermostat control regulates heat on 
either half of shoe giving a temper- 
ature for every fabric; Knee-type 
Adjust-a-trol leaves both hands free 
starts and stops roll with push of 
knee; drop leaf lap guard keeps damp 
clothes off operators lamp; pilot light 
shows when heat is on; Wind-away 
cord hooks; ruffling plates for ruffles 
and frills; 3-way motor switch; acid 
resisting white porcelain enamel 
table top; Safe-a-matic switch shuts 
current off when table top is closed. 

10 in. portable ironer with 22 in. 
roll, hand lever roll stop and start; 
self lubricating 50 watt motor; econ- 
omy shoe; contains many of above 
features. — Electrical Merchandising, 
February, 1942. 


v 
LITE-NIN’* Churn 


Lite-nin' Products Div., The Vent-A-Hood 


Co., 2808 Commerce St., Dallas, Texas 


Device: 2 and 3 gal. Lite-nin’ electric 


butter churns. 


Selling Features: Complete with du- 


rable metal container; white baked 
enamel finish on outside; sanitary 
electro tinned on inside; maple lid 
and dasher; easily dis-assembled for 
cleaning ; splash proof white enameled 
motor with hardwood handle; 78 
watts; 110 volts, 60 cycles. 

Prices: 3 gal. size, $14.95; 2 gal. size, 


$12.95. — Electrical Merchandising, 


February, 1942. 
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Why I'm Selling 
General Electric Fans in 1942 








v ” 
3 onze ft amg: t et 
2. GE wo tM yc eam ans bet 

% rim p-buttor +4 bw) a 


tN 








iixe 
i! 


The G-E Window Display for 1942—a full-color, action dis- 
play motivated by G-E’s most popular fan, the 10-inch styled 
Oscillating Fan, with the new Touch Cooling Push-Button! 


A 
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GRAND FEATURES 


SELL 

















GAS RANGES 




















Every feature of the Grand Range has sales appeal. 
Engineered for superior performance — Econo-speed 
burners, guaranteed for life... oven heat deflector that 
distributes heat evenly... dozens of practical features that 
will turn “just looking” prospects into satisfied users. 


Grand’s Exclusive 


SAFE-TEE-KEE 


Locks the gas supply at a master valve 
with handy removable key. Gas can’t 
leak nor can burners be accidentally 
turned on. An economy as well asa 
safety guard. U. S. Civilian Defense 
recommends shutting off all gas range 
burners except pilot in case of air 
raids. The Safe-Tee-Kee does just that. 





Grand’s Exclusive 
SAFETY OVEN PILOT 


Drafts can’t blow it out; opening oven door 
or drawers won't affect it. Made of cast 
iron, and so placed to maintain 100% effi- 
ciency through years of service. 


GRAND RANGES 


Division of The Cleveland Cooperative Stove Co. 
CLEVELAND, OHIO 
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PROCTOR Line 


Proctor Electric Co., 7th St. & Tabor Rd., 
Philadelphia, Pa. 


Selling Features: 1942 appliance line 
consists of three 1000 watt irons— 
DeLuxe Never Lift speed iron with 





steamer attachment, combination 
price, $19.90; Standard Never Lift, 
$10.95; Champion, $9.75. 

Three toaster models: Dual-Auto- 
matic $16.50; 2-slice, Pop-up auto- 
matic, $12.95; signaling automatic 
turnover, $5.95.—Electrical Merchan- 
dising, February, 1942. 





v 


HOTPOINT Refrigerators 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


Models: 6 cu. ft. Special; 7 cu. ft. 
Doric; Special Doric; 7 cu. ft. Stand- 
ard Doric in Calgloss or porcelain; 
7 cu. ft. DeLuxe Doric; 8 cu. ft. 
DeLuxe and Imperial Tudors; 12 cu. 
ft. Imperial Empire, 16 cu. ft. Im- 
perial American and a Special 6 cu. ft. 
model. 


Selling Features: 7 cu. ft. DeLuxe 
Doric and 8 cu. ft. DeLuxe and Im- 
perial Tudor models include every 
Hotpoint convenience: Speed Freezer 
located at right with porcelain enam- 
elec. steel door with over-center 
spring to hold door open; Defrost 
indicator at side of Speed Freezer; 
16 pt. temperature control in top front 
of cabinet; Hotpoint Butter Condi- 
tioner on left wall above top shelf 
holds 1 lb. butter, thermostatically 
keeps butter at proper spreading con- 
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sistency; 6-way cold storage com- 
partment beneath Super Freezer con- 
sists of glass tray and porcelain 
enamel meat pan with Measured 
Humidity. 


Two Hi-Humidity storage drawers 
with glass tops for fruit and veg- 
etables; 1 gliding and adjustable tray 
shelf; 2 split shelves; 1 top part shelf. 


Other features in these DeLuxe 
models are Air Purifier located be- 
tween Hi-Humidity storage drawers; 
large bin for storing unrefrigerated 
foods. 


Other Hotpoint models have cold 
control inside speed freezer door. 

6-cu. ft. Special includes 3 full-width 
shelves ; glass defroster tray. 

7 cu. ft. Special Doric has same 
shelf equipment, 6-way cold storage 
compartment, Hi-Humidity vegetable 
drawer which is interchangeable with 
lower split shelf—Electrical Mer- 
chandising, February, 1942. 


S-N Dispos-O-Matic 


Scott-Newcomb Inc., 1922 Pine St., 
St. Louis, Mo. 


Device: “Dispos-O-Matic” garbage dis- 
posal unit. 


Selling Feature: Completely disposes 
of all kitchen food waste including 
bones, fruit pits; waste is shredded 
into minute particles and carried down 
sink drain into sewer; automatic re- 
versing of motor each time unit is 
turned on prevents jamming, doubles 
life and adds self sharpening feature 
to shredders; motor has overload 
switch. — Electrical Merchandising, 
February, 1942. 
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. REVIVAL SERVICE 
Clmevicas Home Cjyoliances 














-A SURVIVAL’ SERVICE fot Dealers! 


@ “Revival” Service—the reconditioning and 
modernizing of electrical appliances now in use—is 
in reality a “Survival” Service for dealers! New busi- 
ness volume, in a war-torn world, won’t be obtained 
by business-as-usual methods. 


Because of the increasing demand for materials essen- 
tial to the Nation’s War Effort, the production and 
sale of new appliances are steadily approaching the 
vanishing point. But that need not mean a vanishing 
volume of business for you. You can revive your busi- 
ness—put it on a substantial and dependable basis— 
by reviving, reconditioning all the old appliances that 
must serve “for the duration.” Keep in tune with the 
times—change from selling mew merchandise to selling 
new and vital service! 


Here’s a big opportunity for every dealer—but it 
requires the same intensive selling effort that success 
has always demanded. To aid you in the effective pro- 
motion of service for vacuum cleaners, Premier has 
developed a plan that’s already getting results for 
foresighted dealers. 


By all means, get full details at once about this 
“Revival” Service—including (1) factory-built replace- 


ment parts; (2) arrangements for reconditioning and 
modernizing in your own repair department or at one 
of Premier’s branches; and (3) a full supply of sales 
helps that develop service volume for you. Revive old 
cleaners—keep alive your business—survive success- 
fully. Mail the coupon today! 












Premier has available a limited supply of 
cylinder-type cleaners for dealers who are 
cooperating in this “Revival” Program for 
vacuum cleaners now in use. This supply 
will be maintained as long as 
needed materials last. 








Premier Division 


ELECTRIC VACUUM CLEANER COMPANY, INC. 
1734 tvanhoe Road « Cleveland, Ohio 

Send me full information about “Revival” Service for 

Vacuum Cleaners — the Service Plan, the factory-built parts, 


, ee a the business-developing sales helps. 
Premier Division, Electric Vacuum Cleaner Co., Inc. 
h a Name ‘e 
Cleveland, Ohio FS 
; Address 
City State__EM-2 


PREMIER 
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HERE COMES MR. JORDAN 
... with some definite ideas 


N R. JORDAN is just like thousands of other busy men. 

He hates to waste time shopping. 

Seated at home in his easy chair thumbing through his 
favorite magazine he’s almost sure to see the U-S-S adver- 
tising and to get a favorable impression of the value of the 
U-S-S label on a product. More than likely he sees U-S-S 
advertising in his business or professional trade papers, and 
perhaps he is accustomed to working with U-S-S Steels. 

So when he comes into your store, part of your sales job 
is already done. To Mr. Jordan, the U-S-S trade-mark on 
stoves, refrigerators, table tops, kitchen utensils, and bath- 
room equipment has a definite meaning. It’s a sign that the 
steel of which they are made is of high quality. Take advan- 
tage of this powerful sales help. Point out the trade-mark, 
remind your customers what it stands for—and you'll make 
more sales. We'll be glad to send you a list of the many 
products that bear the U-S-S seal. Just write. 

















Makers of fine quality ae 
products are using the U-S 

label as evidence of eagerier 
materials. More than 20 = 
lion of these labels have @ 

been placed by manu- 
their products 
-§-S Steels. 


ready 
facturers on 
made from U 


CARNEGIE-ILLINOIS STEEL CORPORATION 
Pittsburgh and Chicago 


Columbia Steel Company, San Francisco, Pacific Coast Distributors 
Tennessee Coal, Iron & Railroad Co., Birmingham, Southern Distributors 
United States Steel Export Company, New York 
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UNIVERSAL Iron 
Landers, Frary & Clark, New Britain, Conn. 


Model: E-7184 “Glider” model. 

Selling Features: Streamlined, air 
cooled; features “air-ports” built in 
super deck to protect hand from rising 
heat; finger-tip temperature control 
gives accurate heat for every fabric 

K-M Waffle Iron and cuts — round heel; beveled 

: point; cool Bakelite handle, solid heel 

Knapp-Monarch Co., St. Louis, Mo. rest.—Electrical Merchandising, Feb- 

Model: K-M Quad waffle iron. ruary, 1942. 

Selling Features: Bakes 4 waffles at 
once, browned to shade selected on 
automatic control; signal light indi- 
cates when to pour batter and when 
to remove finished waffle; dual hinge 
permits opening both grids on one unit 
at same time; 1400 watts, 110 to 120 
volts, a.c. only; chrome with walnut 
handles. 

Price: $16.95.—Electrical Merchandis- 
ing, February, 1942. 











jection molded crystal-clear acrylic 
resin. 

By the use of these plastics it was 
“possible to obtain the desired insulat- 
ing properties, reduced weight, flexi- 
bility of design and economical con- 
struction; molded-in fastening devices 
also facilitate assembly.—Electrical 
Merchandising, February, 1942. 


v 





ROYAL Cleaners 


The P. A. Geier Co., 540 E. 105th St#., 
Cleveland, O. 


Part: Hand vacuum sweeper nozzle ® 
formerly made of aluminum is now aa, 
molded of shatterproof plastic tenite; : 
this change not only saves metal but 
due to non-abrasive surface of plastic aa 
furniture.—Electrical Merchandising, 


February, 1942. PREMIER Cleaner 





Premier Div., Electric Vacuum Cleaner, Co.., 
v Inc., 1734 Ivanhoe Rd., Cleveland, O. 


Part: Premier Pic-Up model 52 has a 
gray Tenite plastic nozzle... a change 
from die cast aluminum.—Electrical 
Merchandising, February, 1942. 


v 





EUREKA Cleaner 


Eureka Vacuum Cleaner Co., Detroit, Mich. 





Parts: Hood covering motor is molded P 
in 1-piece phenolic compound, because 
of the depth and quality of color ob- WESTINGHOUSE Refrigerators 
tainable as well as the high reistance Westinghouse Electric & Mfg. Co., 
to wear and tear; front and rear 
Mansfield, O. 
wheels, motor end supports and head- 


light socket are also of molded phe- Parts: Porcelain enameled steel instead 

nolic. of aluminum is now being used in the 
Handle grip, couplings and con- manufacture of ice-cube compartment 

vertor lock ring are of injection- doors for Westinghouse refrigerators. 

molded cellulose acetate, which is The plastic center portion between 

light in weight, pleasant to the touch enameled steel strips remains the 

and unaffected by perspiration. same.—Electrical Merchandising, Feb- 
The nameplate medallion is of in- ruary, 1942. 
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Here’s the book of the year—a new 
fact-full guide on “The Care and Use 
of Electric Appliances in the Home.” 


It’s written to appeal to women. 
Every lively, timely page is packed 
full of urgently needed advice em- 
phasizing three major points: 


FIRST—How to use each and 
every appliance most effectively 
and economically. 


SECOND— How to take care of 
appliances so they’ll last longer. 


THIRD—The things to look for 


when buying new appliances. There it is in black and white . . . all the story, in nontechnical, layman's langua 
information needed to make her journey is right there at your finger tips. Nowffou THRIFTY 
—_ . safe. Nothing is left to guesswork . . . or a can really know what you're getting { ELECTRICAL LIVING 
In addition, this new booklet endorses cinta wethenti 


the Westinghouse dealer as a source of 


. formation needed as a shopping guide, in our sincere effort to make sure any + Replace worn-out, wasteful appliances 
dependable service — as headquarters is clearly written out and sealed to Westinghouse Appliance you buy @@ your ST een ae 
. . every Westinghouse model when it leaves requirements exactly, DEALER WILL HELP You 
for the finest electric home appliances. alan The Westinghouse Informeti iii abel to hm fo ou oe ap fut me 
: . page booklet, “The Care and Use of 
° ° ° : ° What will this particular appliance do? tells you the facts. It's a green J Electric Appliances in the Home.” li's 
Backing up this timely project is a What features does it have? Which one light that gives you safe right- qyieams & cee od ter tage 


striking series of magazine advertise- 


oOo ANCE AND MERCHANDISE 














































“ ae ' * , © Use aff your appliances, but learn to 
And that’s the way it is with Westing- It’s a small thing perhaps—agifn- do it with economy 
house Appliances. All the detailed in- formative Label—but it is one mo) . — your eppliences in firet-class 


And be sure to sce him for all repairs, 
or new appliances. You can count on 


will best fit your family’s needs? Who of-way to a wise, satisfactory 























i guarantees it...and how? The whole purchase. Look for it—always. pean. od _— ponte, ow 
ments (like the one at the right) which WESTINGHOUSE ELECTRIC & MANUFACTURING CO., MANSFIELD, onto 
spotlights the book and urges readers r Sic 
. oe . e 
to get a copy from their Westing- © V Vestin house HOME 
ze 
al All the “Action Ammunition” you a 
need to take advantage of this pro- 
motion is ready: newspaper ads, win- 
dow banners and display cards. Every- Westinghouse national advertising is appearing regularly in leading na- 
thing is tied up in a plan that’s tuned tional magazines. Every advertisement features Thrifty Electrical Living 
: Ge a and urges readers to go to the Westinghouse Dealer for service, for new 
to the times. Ask your distributor appliances, and for a free copy of the book 
about it. on the care and use of electric appliances. 
rs 
; ELECTRIC HOME 
the 
ent 
: PN a og BY Lo 
en! 
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eb- 
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Sunlight Motors 


are Free 
from Hums 


and Rattles: 





*One more reason why it’s 


easier to sell your customers 


Sunlight-powered appliances 
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DISH WASHER 
insures safety of 


EXPENSIVE Cl 





You'd be surprised, says C. M. Hutchison, dish importer, how much 
money is tied up in dishes. These goblets retail at $90 a dozen. 


Protection of investment becoming factor in dish 


washer buying, Merchandise Mart china expert says 


butter-fingered maid lets the cup | 


and saucer slip and bang! it goes 
on the kitchen floor, As she airily 
sweeps up the pieces she fails to re- 
alize that she has just destroyed an 
investment of $5. For as C. M. Hutch- 
ison, a china importer at the Mer- 
chandise Mart in Chicago, points out, 
most families tend to forget how much 
each accident costs them. When cups 
and saucers cost $60 a dozen, that’s $5 
per copy in any man’s money for each 
crack-up. 

“A family with a $400 a month in- 
come will usually have two sets of 
dishes, one costing around $125 and 
another around $50,” Mr. Hutchison 
says. “A $500 investment in china 
and glassware is common, and one 
would be surprised at how many 
families have goblets on their table 
that set them back $90 a dozen.” 

Because lead glass rings while lime 
glass doesn’t, and while lead glass 
takes a shine that is never possible 
with the other, many people prefer the 
higher priced glass. The same goes 
for china. The finer china will not 
crack or craze in any such manner as 
the cheaper earthenware. For in the 
cheaper stuff the coefficient of expan- 


sion is not the same between the glaze 
and the clay. 
This, Mr. Hutchinson pointed out, 


is the reason American families pre- 
| fer exquisite things, and once they 





have them in their homes there is no 
reason why they shouldn’t protect 
them by proper washing. That is why 
he agrees that the dishwasher is com- 
ing into a new field as a sort of safety 
deposit vault for valuable dishes. In 
washing by hand a maid has to handle 
dishes any number of times and dishes 
with soap on them are very slippery. 
And it is in the dishpan that accidents 
nearly always occur. In a dishwasher 
the dishes are set in place once and are 
never touched until they are taken out 
dry and non-slippery. 

Washing dishes in a machine, Miss 
V. Enid Sater discovered at Washing- 
ton State College, required 295 mo- 
tions when done by machine compared 
to 1,954 motions when done by hand. 
Machine washing took 32.89 minutes 
per day to handle the dishes against 
51.12 minutes when done by hand. 
These experiments were with a family 
of five. 

Miss Sater found that an electric 
dishwasher saved 18.32 minutes per 
day, or 9.16 hours per month of the 
time that would be otherwise used in 
hand washing dishes for a family of 
five. She reported that the energy re- 
quirements were not very great and 
the job was monotonous more than 
hard. In fact, washing dishes required 
at the utmost only 32.3 points more 
energy than resting, which puts it 
under the head of light work. 
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N MAKING this Searchlight equip- 

ment, Chromel resistance wire is 

used in some way. Like you, we too 

look to the day when Chrome! will 

again be completely available to 

meet our peace-time want of com- 

fort and convenience, through heat- 

ing devices. For more than 30 years, 

Chromel heating elements have per- 

formed to the satisfaction of your 

customer, and to your profit. Mean- 

| i kK while, Chromel makes its good con- 
C I A tribution to the War. Hoskins Manu- 


facturing Company, Detroit, Mich. 


However, as dishwashing for the 
family is a monotonous task, and one 
that cannot be taken over by commer- 
cial service, it is likely to remain as 
a task for the electrical appliance to 
make easy. 

The angle of health is likely to be 
much more stressed in the future, ac- 
cording to James B. Cummings, who 
declares that transmission of the 
potentially dangerous group of pneu- 


---» PS... 


monia - producing organisms can , 

largely be prevented by disinfecting of . 

eating utensils with “scalding water. ae vSelow T= Yt Vagal a 

In his experiments he observed that 

the influenza case rate was reduced 66 

percent and mortality 55 percent by 

the use of machine washed dishes. The 

machine, able to use hotter water and 

apply mechanical friction is highly 

efficient in sterilizing dishes. On the 

other hand, it has been found that the The scarcity of Chromel for 

average temperature that the hands civilian use is due to War 

can bear is 120 deg. Water that hot .. demands for nickel and for 

does not kill bacteria. eed Chromel. Please bear with us. 
The Fowler Laboratories in a com- 

parison of dishwater and hand wash- 

ing methods were surprised to discover 

that the sanitary efficiency of the dish 

washer was from 60 to 300 percent 

greater than hand work. 





Because high priced china is so much 
more safe in a dishwasher, that's a 
worthwhile sales point declares Miss 
Clara Jahn of Hotpoint. 
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Electrical Merchandising Review of the Month 


Jebruary, 1942 





New Responsibilities for Washer Men 


W. Neal Gallagher, president of Auto- 
matic Washer Co., succeeds the late 
J. R. Bohnen as secretary of the Washer- 
lroner Manufacturers Association. 


WASHER ASSOCIATION 
ELECTS WICHT 


CHICAGO—First change in the presi- 
dency of the American Washer and 
Ironer Manufacturers Association for 
four years came with the election of 
John M. Wicht as president at the 27th 
annual meeting held in Chicago Janu- 
ary 7. He is home laundry appliance 
manager for General Electric Co., Bridge- 
port, Conn. 

Retiring president W. Neal Gallagher 
succeeds the late Joseph R. Bohnen as 
assocjation secretary-treasurer. 

Other officers elected are: 
president, Walter K. Voss, Voss Bros. 
Mfg. Co., Davenport, Iowa; second, 
Oscar A. Lenna, Blackstone Corp., James- 
town, N. Y.; third, Judson Sayre, Bendix 
Home Appliances Inc., South Bend, Ind. ; 
executive committee: R. J. Simmons, 
Birtman Electric Co., and I. N. Merritt, 
Meadows Corp., Chicago; L. C. Upton, 
Nineteen Hundred Corporation, St. 
Joseph, Mich.; George M. Umbreit, May- 
tag Company, Newton, la.; Del Rizor, 
The Dexter Co., Fairfield, Ia. 


First vice- 


Nu-Enamel Signs Appliance Jobbers 


CHICAGO—Appointment of the Motor 
Parts Co. of Philadelphia, Pa., and Knerr, 
Inc., Harrisburg, Pa., both large elec- 
trical appliance jobbers, as distributors 
by the Nu-Enamel Corporation is an- 


nounced today by L. Frank Pitts, Presi- 
dent. It is also stated additional con- 
tracts are expected to be signed with 


other similar concerns. 

“These two appointments greatly aug- 
ment our sales organization and because 
of the war shortages in that business, we 
are considering appointing other electrical 
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John M. Wicht of General Electric suc- 
ceeds W. Neal Gallagher as president 
of the Washer-lroner Manufacturers As- 
sociation. Gallagher served four terms. 


appliance jobbers in areas we still have 
open,” Mr. Pitts declared. 
“Our outlook for 1942 is 
couraging. So far our 
been affected but little by 
priorities,” the official also 


quite en- 
business has 
rationing or 
asserted. 


M K B CANCELS 
RANGE ADVERTISING 
Education to Be Continued 


NEW YORK—tThe national advertising 
program on electric ranges sponsored by 
The Modern Kitchen Bureau has been 
cancelled owing to exigencies of war and 
the probability of increased supply diffi- 
culties, it was announced recently by C. J. 
Coward, Chairman of the Bureau’s Range 
Advertising Committee, and Advertising 
Manager, Kelvinator Division, Nash- 
Kelvinator Corporation. 

Educational work on the electric range, 
as an efficient method of protecting natu- 
ral food elements during the cooking 
process, and as a time- and labor-saver 
for American housewives in the emer- 
gency period, will be continued through 
the Bureau’s over-all operations. “It 
Happened in the Kitchen,” the Bureau's 
full color talking motion picture, and 
several mailings of packages of ideas for 
complete advertising campaigns stressing 
the “Gain through Use” advantages of 
the electric kitchen and its appliances, 
designed for use by utilities, will help 
to keep the idea of electric cooking alive 
in the public mind. 

The electric kitchen and electric water 
heater programs of the Bureau will con- 
gel * originally’ planned, according to 
W. A. Grove, Chairman of the Bureau’s 
Plan Bamra sod and advertising manager, 
Edison General Electric Appliance Com- 
pany. 
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45 PER CENT CUT IN RADIO SET 


PRODUCTION ORDERED BY WPB 
Industry to Fill Two-Billion Dollar War Orders 


WASHINGTON—The War Production 
Board acted today to meet huge Army 
and Navy demands on the radio manufac- 
turing industry and to conserve critical 
materials by ordering sharpcuts in pro- 
duction of receiving sets for civilian use. 

Reductions also were ordered in output 
of phonographs and radio phonograph 
combinations. 

Effective immediately, Limitation Order 
L-44, issued by Acting Priorities Direc- 
tor J. S. Knowlson, provides for an aver- 
age monthly curtailment in production 
during the next 90 days of more than 





Joe Bohnen Is Dead 


CHICAGO—The little granddaughter of 
Joseph R. Bohnen scampering to the 
grownups with the word, “Grandpa has 
fainted” broke the news of the sudden 
passing of the secretary of the American 
Washer and Ironer Manufacturers Asso- 
ciation, January 4, at his home in Chi- 
cago. A veteran in the washing machine 
field, Joe Bohnen 63, was one of the 
most widely known figures in the appli- 
ance business. He had been actively 
identified with it through a period of 
36 years, retiring as director of the Sears 
Roebuck & Co., household washer and 
sewing machine headquarters division in 
1929 after 25 years service with that 
organization. A year later he was ap- 
pointed as secretary of the Washer Asso- 
ciation, a position he held at the time 
of his death. 





Joseph R. Bohnen 


Born in Chicago, he spent his life in 
the city, living at 6901 South Oglesby, 
and is survived by a wife and two sons, 
Robert C. of Chicago and John J. of 
Milwaukee. 








40% below the monthly output during the 
nine months ended September 30, 1941. 
Similar cuts were ordered in the number 
of tube sockets in the sets produced, which 
will result in corresponding curtailment 
of the number of tubes used in new sets. 

The order does not affect production 
for certain government defense agencies, 
besides the Army and Navy, nor for lend- 
lease requirements, police departments or 
similar agencies of public authority in 
the United States, and contracts covered 
by a Preference Rating of A-1-j or higher. 

In addition to freeing facilities for vital 
war work, the order is designed to accom- 
plish savings during the 90-day period of 
an estimated 750 tons of copper, 100 tons 
of aluminum, 25 tons of nickel, and 3,400 
tons of steel. 


Class A Manufacturers Cut 45%, 
Class A manufacturers, those who sold 


more than $1,000,000 worth of radio sets 
and phonographs for civilian requirements 


during the first nine months of 1941, were 
ordered to reduce output by 45%. Class 


B firms, whose sales were under $1,000,- 
000, must curtail production by 35%. 

The radio manufacturing industry, 
which employs many thousands of skilled 
and semi-skilled workers, has been asked 
to undertake a $2,000,000,000 military pro- 
duction program. Civilian output must be 
reduced drastically so that receiver and 
parts makers and allied branches of the 
industry can participate in this effort to 
the fullest possible capacity. 

It is estimated that 60,000,000 radios are 
now distributed among 87% of the Ameri- 
can homes. Permitted civilian production 
during the next 90 days, together with 
stocks now in manufacturers’ and dealers’ 
hands, will meet essential replacement re- 
quirements. 

Class A companies already have re- 
ceived or soon will be awarded big war 
orders, and swift conversion of their plants 
to 100% military activity may be expetced. 
Until a larger number of the small (Class 
B) firms receive more Army and Navy 
orders, the lighter curtailment ordered in 
their production will provide them with 
sufficient civilian operations to keep their 
skilled labor force intact. 

The sales value of radios manufactured 
in 1940 was approximately $177,000,000. 
In that year, the industry employed about 
50,000 persons. The annual payroll was 
about $75,000,000. Estimates for 1941 show 
substantial increases in these figures. 

In choosing the first nine months of 
1941 as the base period for the curtail- 
ment program, WPB selected a period in 
which the industry enjoyed an unusually 
high level of operations. Ten million re- 
ceiving sets were produced during that 
period, as compared with an output of 11,- 
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Looking Over the 1942 Refrigerator Models 








R. C. Cosgrove, vice-president and general 
manufacturing division of The Crosley Corporation (at right) 
and R. |. Petrie 


have been examining one of the first models of the new 


manager, 
vice-president and general sales manager, 
1942 Crosley refrigerator line and are discussing the new 


features in the line just presented to Crosley distributors 
throughout the country 


ager, 
manager. 


Philco Prize-Winners Collect Rewards 





Stuart Falk, manager of Philco'’s Eastern Division with offices in Buffalo 
receives the President's Cup as the leading division manager in the United 
States during 1941. Presentation was made by James T. Buckley, president 
of Philco Corporation. Left to right: Paul Jones, vice president in charge of 
Mr. Buckley, T. H. Waller, who received a gold 
watch symbolizing the President's Award to the leading division representative; 
Mr. Felk, James H. Carmine, Philco's general sales manager; Larry E. Gubb, 
chairman of the board, and Thomas A. Kennally, vice president in charge of 
sales. 


the Philco refrigerator division; 





In the above photograph are shown the Philco Accessory Division representa- 
tives who were honored for their outstanding sales attainment during 1941. 
Shown above with their rewards are (left to right):—March Fisher of Philadel- 
phie, W. F. Miller of Charlotte, William J. Hunter of San Francisco, James M. 


Skinner, Jr., Manager of Philco’s Accessory Division, O. F. Achtenhagen, sales 
promotion manager of the Accessory Division, L. T. Breck of Cambridge, Mass., 
and Lyle Huntoon of Buffalo, N. Y. 
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model Frigidaire, 
and great utility. 





Like the food storage space of this new 9 cu. ft., standard 
its new Meat-Tender has larger capacity 
Chief engineer S. M. Schweller is demon- 
strating the advantages of this new feature to E. R. Godfrey, 
assistant general manager, P. M. Bratten, general sales man- 
and L. A. Clark, 


advertising and sales planning 


Interstate Wins 
Crosley Contest 


206 Per Cent Increase in Sales 


Registering a national average sales 
increase, in four weeks, of 206.1 percent, 
Crosley radio distributors have just 
closed a nation-wide radio sales contest, 
in which first place was won by the In- 
terstate Electric Company, of New 
Orleans, La., it was announced recently by 
R. lL. Petrie, vice-president and general 
sales manager of The Crosley Corpora- 
tion. 

Crosley distributors were divided, in 
the contest, into five groups and members 
of these groups competed only against 
other members of their groups. The other 
four group winners, in addition to the 
Interstate company, were: Crosley Dis- 
tributing Co., of Cincinnati; Tracy-Wells 
Company, of Columbus, Ohio; H. E. 
Sorenson Company, of Des Moines, lowa; 
and Newkirk’s Radio Supply Company, 
of Rapid City, South Dakota. 

Second prize winners, in the five groups, 
were: Cooper Louisville Co., of Louis- 
ville, Ky.; California Electric Co., of 
San Francisco, Cal.; Stanley Distribut- 
ing Co., of St. Louis, Mo.; Interstate 
Hardware Co., of Bristol, Tenn.; and 
Kentucky Mine Supply Co., of Harlem, 
Ky. Cash prizes were awarded to all 
of the above winners and, in addition, a 
gift watch was presented to O. G. H. 
Rasch, of the Interstate Electric Co. 


Hygrade Installing 
Biggest Fluorescent 
Job at Ford Plant 


NEW YORK—The_ world’s _ biggest 
single fluorescent lamp installation in the 
new $47,000,000 Ford bomber plant near 
Ypsilanti, Michigan, was announced re- 
cently by W. E. 


Poor, executive vice- 
president of the MHygrade Sylvania 
Corporation 

Approximately 156,000 40-watt Hy- 


grade fluorescent 
stalled, Mr. 
total lamps will 
every home in 
280,000). 

The new Ford bomber plant covers 
some 3,700,000 square feet of floor space 
at Willow Run, near Ypsilanti, Michigan. 
It will produce four-engined B24D Con- 
solidated bombers, described as one of 
the most formidable aerial war weapons 
in existence. 


being in- 
The power the 
consume would light 
Columbus, Ohio (pop. 


lamps are 
Px or said. 
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men 18 and 19 years of age, 





"NECESSARY" MEN, DE- 
FERRED FROM DRAFT, 
MUST BE REPLACED, 
SAYS HERSHEY 


WASHINGTON, D. C.—Men in in- 
dustry who are deferred by the govern- 
ment from active military service because 
they are “necessary”, being difficult or 
impossible to replace, are so deferred only 
temporarily, usually for a 6-month period, 
and management should be busy training 
a new man to take his place, according 
to Brig. Gen. Lewis B. Hershey, director 
of Selective Service, in a special state- 
ment to ELecTRICAL MERCHANDISING and 
other McGraw-Hill publications. 

General Hershey’s complete statement 
on this important question which affects 
thousands of workers in the electrical in- 
dustry, is as follows: 

“Most of the actual combat fighting in 
this war will be done by the young men 
of America. Modern warfare is of such 
a nature that it requires the greatest in 
physical stamina, coordination, and reflex 
action. Generally speaking, the fitness of 
men for modern combat service is in in- 
verse ratio to their age. 

“Under recent legislation, more than 26 
million men between the ages of 20 and 
44, inclusive, are liable for military serv- 
ice. There are an additional 13 million 
and 45 to 65 
years of age, who are to be registered. 
This gives America a total manpower of 
some 41 millions of men who must do 
the tasks that are necessary in total war 
for total victory. 

“Selective service in total war is not 
going to deviate from the fundamental 
principles which governed its operations 
during the peacetime training program. 
Men will continue to be deferred from 
military service when they have depend- 


ents. Men will continue to be deferred 
from military service when they are 
‘necessary men,’ and are difficult or im- 


possible to replace. 


“However, management and industry 


| must recognize that the man who is de- 


| placements for 


ferred as a necessary man is deferred 
temporarily and each employer has the 
responsibility to secure and train replace- 
ments for such deferred men who are 
physically fit and would otherwise be 


available for military service. Occupa- 
tional deferments are usually for a 6- 
month period. When absolutely neces- 


sary, such deferment may be continued 
for additional 6-month periods, but only 
where their continuance in the present 
job is absolutely necessary for the main- 
tenance of our national health, safety, 
and interest. 

“There is an adequate supply of re- 
f necessary men among 
those who are physically unfit for mili- 
tary service, those who are presently 
deferred because they have dependents, 
those who are above the ages liable for 
military service—45 to 65—and in many 


cases among the women of this country. 


“Employers must be honest and sin- 
cere in their requests for deferments and 
must limit such requests to cases of men 
who are in fact necessary. No industry 
or activity, no matter how closely identi- 
fied with national production for war, 
can ever become a refuse for those who 
seek to avoid their obligation to their 


| country in its hour of need.” 


Balie Griffith Runs 24 Dallas Stores 


One man, Balie Griffith, has been ap- 
pointed to manage Firestone Tire & 
Rubber Company’s 24 stores in Dallas, 
Texas. 

Electrical items to be pushed include 
radios for cars as well as homes, refrig- 
erators, ranges, washers, vacuum clean- 
ers, clocks, table and cabinet roasters, 
toasters, waffle irons, and food mixers. 
All major appliances will be sold under 
the Firestone trade-mark. 

Several years ago Mr. 
written up in ELecrRicaL 
ING because of his 
“Skinnie & Jimmie” 


Griffith was 
MERCHANDIS- 
operation of the 
outfit in Dallas. 
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"DEFEND AND EXTEND BETTER LIVING" 
IS KEYNOTE FOR UNIVERSAL'S 1942 PLANS 


Distributors Given Previews of New Products 


(For pictures see page 15) 


NEW BRITAIN, CONN.—‘“Defend and 
Extend Better Living” is the keynote of 
Universal’s 1942 sales plans which are 
now being announced to Landers, Frary 
& Clark distributors, according to B. ( 
Neece, vice president and general sales 
manager 

“The Government has clearly indicated 
that production of appliances must be con 
fined to imperative needs and Universal 
has pledged its wholehearted cooperation 
in this program,” says Mr. Neece. “We 
are proud to take an active part in 
the vast industrial effort of our nation. 
We further propose to continue contribut- 
ing to the improvement of better living 
through intelligent research and engi- 
neering of electrical products. 

“Within the limits of our large and 
varied resources and facilities, and in 
keeping with the necessities of Defense 
requirements, Universal resolves to allo- 
cate production fairly, maintain high- 
quality standards of our products, and to 
continue constructive merchandising and 
advertising programs in the interests of 
our dealer organization.” 


Universal's 1942 Range Plans 


According to W. J. (Bill) Cashman, 
Universal sales promotion manager, Uni- 
versal’s 1942 advertising and merchandis- 
ing program is designed to bring home 
to the consumer and dealer the importance 
of maintaining a high electrical standard 


through the Universal way to Better 
Living. 
Said Mr. Cashman, “In the ‘all-out’ 


effort for defense it is essential that the 
public realize the important contributions 
that are made daily by electricity in 
saving time which the American public 
needs for defense work. In addition, 
the public health is of such vital concern 
during this war period that we would 
be failing in our obligation if we did 
not drive home the uses of Electrical 
Appliances in preparing and cooking foods 
so as to increase nutrition values in the 
daily diet. The conservation of vitamins 
and minerals that make the body strong 
is a subject of national importance. In 
this respect, electrical Appliances can per 
form heroic deeds. Advertising during 
the defense period should help our Nation 
to accomplish its defense objectives, and 
advertising that stresses the use of 
Electrical Appliances with that goal in 
mind will do much to speed up defense 
accomplishments. Universal advertising 
will strive to do this. Also, our consumer 
advertising will point out that Universal 
which has always maintained a_ high- 
quality standard in its production of appli 
ances helps conserve electricity—another 
national objective. The consumer cam 
paign will feature the slogan, “Follow 
the Universal Way to Better Living.” 

H. M. Parsons, sales manager of the 
Range Division, then proceeded to ex- 
plain specifically how the theme “Sell- 
ing for Defense and Better Living” will 
be the keynote of Universal’s 1942 elec- 
tric range program. “The homemaker 
of today,” said Mr. Parsons, “is faced 
with a two-fold duty. She must protect 
the health of her family, must now join 
rich in vitamins and minerals and she 
must devote her leisure hours to defense 
work. In order for her to perform these 
two important duties ably, Universal pre- 
sents its 1942 Mercury range designed 
for speed, convenience and nutritive cook 
ing at a time when these features are 
essential to the welfare of a wartime 
nation.” 


Speedy Cleaning Speeds Defense 


Cleaning as well as cooking must be 
made speedier and easier so that all 
available energy may be conserved for 
defense work, Lee Moss pointed out. 
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Today, women are called upon for double 
duty—they must as before take their place 
in the home, but also they must be free 
to do defense work. More and more 
this call has increased the demand for 
women in various positions in defense 
industry, and Mrs, America, defender of 
the health of her family, must now join 


ranks with a million other women in 
defense of her country. Universal helps 
these women by manufacturing the 


“Tattle-Tale” cleaner with its 12 handy 
attachments designed to keep the home 
in perfect cleanliness and healthiness with 
less labor than ever before, saving im- 
portant time for work of national 
urgency. 


Washday Chores Speeded for Defense 


E. L. Farquharson in outlining the 
Universal “Wash-White” washer program 
explained “Washing and ironing are 
among the heaviest of regular household 
tasks. In the average family over 30 
pounds of clothes must be washed and 
ironed every week. To maintain a rea- 
sonable standard of cleanliness, bedding, 
linen and the clothes of every member 
of the family must be made equally clean 
and attractive. Universal washers and 
ironers will save energy, and materially 
shorten the number of hours necessary 
for this weekly task. The hours and 
energy saved can be devoted to the more 
important defense tasks which every 
woman will be called upon to perform. 

“On farms and in factories this energy 
and time can be translated into additional 
production so vitally needed in the nation’s 
‘all-out’ effort. 

“The 1942 Wash-White Washers and 
Ironers include features that will assist 
in this conservation of time and energy. 
For example, the Time-a-matic switch 
which automatically shuts off the current 
when the washing is finished. releases 
the housewife from “wash-watching” so 
that she can go about her other house- 
hold duties. The Overload Protecto 
switch prevents burning out the motor 
through overloading ; conserving 
vital material and keeping the washer 
in good condition for efficient use. Many 
other quality features will give it long 
life at low operating cost. This is true 
also of our Ironer line which has many 
time and labor saving devices and in- 
cludes a portable Ironer for low income 
groups 

“Our merchandising program is de- 
signed to assist the American housewife 
in her defense effort through educating 
her to get the most out of Home Laundry 
Equipment. This can only be the case 
where she purchases the finest quality 
equipment available.” 


Harness House Leads As 
Electric Outlet 


DALLAS, TEX.—As an example for the 
fact that you can never tell anything 
about a company by its name, consider 
the Schoellkopf Company of Dallas, 
which is said to be the world’s largest 
supplier of what the well dressed horse 
or mules wear. 

According to Charles T. Ellis, general 
sales manager, the firm is also the largest 
distributor of Westinghouse mazda bulbs 
in the South. It also sells Universal 
vacuum cleaners and washers, Bendix 
home laundry units, White and Domestic 
sewing machines, Samson-United table 
appliances, Emerson table and portable 
radios, Mitchell fluorescent lighting fix- 
tures and other lines. 
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Westinghouse District Managers Meet 





Backgrounding of Westinghouse Merchandising Division district managers on 
1942 plans went on between formal sessions of the Division's field organization 
meeting. In this photo are, left to right, S. M. Davison of Chicago, North- 
western District merchandise manager; Frank R. Kohnstamm, sales manager; 
W. B. Creech of Atlanta, Ga., Southwestern District merchandise manager, and 


C. H. Guy, assistant sales manager. 





Westinghouse 


Merchandising Division 


district managers and headquarters 


officials got together for this "family picture” during field organization meeting 
Jan. 12-15 in Mansfield, Ohio. Front row, left to right, are J. E. Hugo, Mans- 
field, Central manager; N. L. Myers, New York, New York, Eastern manager; 
Frank R. Kohnstamm, Mansfield, sales manager; C. E. Reid, St. Louis, Mo., 
Southwestern manager; E. M. Binns, Philadelphia, Pa., Middle Atlantic manager, 
and W. B. Creech, Atlanta, Ga., Southeastern manager. Back row, left to right, 
are J. F. O'Donnell, San Francisco, assistant sales manager in charge of Pacific 
Coast District; C. H. Guy and Reese Mills, assistant sales managers stationed 
at Manfield, and S. M. Davison, Chicago, Northwestern manager. 





At Westinghouse Merchandising Division field organization meeting in Mans- 
field, Ohio, in mid-January; N. L. Myers (left), Eastern District merchandise 
manager in New York; W. B. Massenberg of Springfield, Mass., manager of 
Fan Sales, and J. F. O'Donnell of San Francisco, assistant sales manager in 
charge of Pacific Coast Merchandise District. 





Silex Awards $1,000 Prize 
To Shinnick 


Boston Man Wins Sales Contest 
HARTFORD, CONN. — A_ $1,000 


United States Defense Bond, first prize 
in the Silex Company’s annual sales con- 
test, has been awarded to Richard C. 
Shinnick, Boston district. 

Total prizes awarded were $1,750 in 
Defense Bonds. 

Mr. Shinnick, one of the oldest Silex 
salesmen in years of service, was the 
winner by narrow margin over Douglas 


Lapham, Hartford district, one of the 
youngest Silex men. The second prize, 
awarded to Lapham, was a $500 U. S 
Defense Bond. 


Third prize went to Robert Short, St. 


Louis district. Third prize was a $250 
Defense Bond. 
The Sales Contest, announced at the 


Silex Convention in July, closed with 
returns of December. Prizes were 
awarded on the basis of “greatest per- 
centage of increase” over 1940 sales. 
This equalized all territories, and each 
salesman given a fair chance to win one 
of the three Defense Bond prizes, regard- 
less of size of territory 
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‘To the Man who 


wears no Collar 


but his own! 


\ - 
\ JOURS is a tough row to hoe right now. Has 
2 it ever been acinch? We doubt it. Running your 

own business is seldom a bed of roses. 


And we’ ve got an idea that it’s okay with you. Free- 
dom to carve your own destiny is worth any amount 
of sleepless nights. That’s one reason America knows 
she can count on you now. 

We at Easy are doing all we can to speed the war 
effort. We don’t consider that a sacrifice but a priv- 
ilege. And we’re proud of the way Easy dealers, 
through their understanding and cooperation, are 
doing their share. 

Many of your problems you must face alone. But 
there’s still a lot we can do to help you. And we’re 
doing it. 

Through a sales training program, unique in the 
appliance industry, Easy is helping you maintain 
profits despite the production curtailment. 

By means of planned product research we're devel- 
oping the finest washers ever built, which will be 
ready for you to sell when peace returns. 
And we’re maintaining consumer contacts 
that will win you friends today and keep 


ce 


them ‘‘waiting at the gate’’. 

To the man who wears his own collar, op- 
portunity’s door is never barred. Aggres- 
sively pursued, Easy’s 3-point program will 
help keep it open for you. Ask for a show- 
ing of ‘Easy Looks Ahead’’. Easy Washing 
Machine Corporation, Syracuse, NewYork. 
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GOODRICH MAKING 
RECLAIMED V-BELTS 
Continued Operation of Refrigera- 


tors, Washing Machines Made 
Possible 





AKRON, O.—America’s refrigerators, 
washing machines, oil burners and other 
appliances, which last year required 22,- 
000,000 replacement V-belts, will not break 
down for lack of new belts if military 
requirements will permit use of reclaimed 
rubber for this purpose. 

If results of the WPB’s stulv of the 
over-all rubber situation permit, the B. F. 
Goodrich company is putting on the mar- 
ket “Victory V-belts” made entirely of 
reclaim rubber which will give 80 per 
cent of customary service without draw- 
ing on the nation’s crude rubber stock- 
pile, it was announced here recently by 
William S. Richardson, general manager 
of the Industrial Products Division of the 
company. 

“This development would contribute 
toward maintenance of civilian morale by 
permitting continued operation of appli- 
ances while conserving rubber vitally 
needed for war equipment,” Richardson 
said. “Last year, 2,325,000 pounds of 
natural rubber went into replacement 
V-belts for automobiles and 2,260,000 
pounds into replacements for domestic 
appliances,” he added, emphasizing that 
the government's ruling limiting the use 
of natural rubber does not provide for 
the manufacture of any V-belts, either for 
original equipment or replacement. pur- 
poses. 

“Translated into tonnage, this is a 
saving of 2,500 tons of vitally needed crude 
rubber—or about the equivalent of half 
a shipload from the Far East.” Mr 
Richardson said. 

The need for V-belt will not only con- 
tinue, he pointed out, but demand is ex- 
pected to increase sharply because pro- 
duction curtailment of new cars and 
appliances will mean longer use of those 
now in service. 


Farm Appliances 
Encouraged by U. S. 


WASHINGTON, D. C.—Dealers in 
rural areas will find increased opportunity 
with sale of electrified farm equipment 
as indicated in the following table of items 
selected from the WPB list released on 
December 28, 1941. The order permits 
the use of material for repair parts at 
an average rate of 150 percent of the 
1940 level. All quotas listed below are 
based on 1940 production levels: 


Feed cutters 1b A 
Power Burr grinders 80%, 
Hammer and roughage mills 100%, 
Milking machines 206%, 
Cream separators (over 500 |b.) 157% 
Milk coolers (Cans) 150% 
Other dairy equipment 122% 
Dairy attachments, parts 190%, 
Deep well jet pumps 142%, 
Shallow well pumps—small. . 75% 
Shallow well pumps—large... 100%, 
Pump jacks ... 95%, 
Tank heaters—including electric 100% 
Brooders—electric : 115% 
Lighting plants over 300 watts 118% 
Electric fence controllers 120% 





JOSEPH B. BARLOW 


Joseph B. Barlow, 82, co-founder and 
first president of Barlow & Seelig Mfg. 
Co., Ripon, Wisconsin, succumbed after 
several months’ illness at Ripon January 
7. Mr. Barlow and his partner, J. G. 
Seelig, built an improved hand power 
vacuum washer in the back room of their 
hardware store in August, 1908. This 
early machine was the forerunner of the 
present Speed Queen line of washers and 
ironers. 
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Underwriters’ Laboratories 


Robert B. Shepard, head of Under- 
writers’ Laboratories’ electrical work 
since 1924, has been made Chief Elec- 
trical Engineer through action of the 
Executive Committee of the Board of 
Trustees, it was announced recently by 
President Alvah Small. 

The new title was created to make 
clear that Mr. Shepard’s responsibility 
extends over all Electrical Department 
work, including that done at the New 
York, Chicago and San Francisco testing 
stations. 


Ilg Electric Ventilating 


With the advent of 1942, several pro- 
motions were made in the sales organ- 
ization of the Ilg Electric Ventilating 
Co., of Chicago, Illinois, according to an 
announcement made by P. D. Briggs, 
general sales manager. 

Byron L. Casey of the Chicago sales 
office has been named as district manager 
of the Northern Territory, supervising 
branch offices in Chicago, Milwaukee, 
Minneapolis, Galesburg and South Bend. 

Wallace G. Burbo has been appointed 
as manager of the Boston office. 

Charles E. Parks, formerly manager of 
the Pittsburgh office, has been transferred 
to Los Angeles, where he will assume 
new duties as district manager of the 
Pacific Coast territory. Branch offices in 
Los Angeles, San Francisco, Seattle, Salt 
Lake City, San Diego, Phoenix and El 
Paso will be under his supervision. 


Charles H. Schneider, formerly in the 
Philadelphia office, assumes the post 
vacated by Parks, as manager of the 


Pittsburgh office. The 
now becomes a part of the Middle 
Atlantic territory, under the supervision 
of C. W. Smith at Philadelphia. 

In Houston, Texas, W. M. Vernor 
has been placed in charge of the Ilg 
Branch Office under the jurisdiction of 
Joseph J. Friedler, manager of the South- 
ern territory. 


Pittsburgh office 


Premier 


Ralph B. Wilson, executive vice-presi- 
dent and sales manager of the Premier 
Division, Electric Vacuum Cleaner Co., 
Inc., Cleveland, Ohio, recently announced 
the appointment of W. C. Swartz as 
Pittsburgh division manager. 

Mr. Swartz, who is well known to the 
Pennsylvania appliance trade, succeeded 
Geo. J. York, who resigned to form his 
own company in partnership with A. W. 
Huemme, former Pittsburgh Division 
auditor for Premier. 


General Electric 


Elliott Harrington, sales manager of 
the General Electric air conditioning and 
commercial refrigeration department, at 
Bloomfield, N. J., has relinquished the 
latter duties to become manager of sales 
of the Schenectady induction motor sec- 
tion of the G-E industrial department. 
The appointment is effective at once, and 


he will make his headquarters at Schen- 
ectady. 
Mr. Harrington had been connected 


with G-E air conditioning and 
heating activities from their inception 
about 10 years ago, and is well known 
throughout the industry. His early as- 
signments on the development of an 
automatic oil furnace led directly to the 
formation of the air conditioning and 
commercial refrigeration department, in 
which he served in various engineering 
and sales capacities. 


automatic 


G-E Wiring Device Section 
—~ 40 years of service with G. E., 
J. C. Dallam, manager of the wiring de- 
vice section of General Electric’s appli- 
ance and merchandise department, has re- 
tired. He is succeeded by T. D. Foster 
who, in addition to his new duties as 
manager of the wiring device section, 
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will retain his present position as man- 
ager of the accessory equipment section. 
The appointment was announced by J. H. 
Crawford, manager of the construction 
material division. 

Mr. Foster joined the G-E wiring de- 
vice section in 1924 and was made man- 
ager of the accessory equipment section 
upon its formation in 1928. He had been 
superintendent of the American Chicle 
Company’s refining plant in Long Island 
City, N. Y., from 1919 to 1924. 

Mr. Foster recently completed four 
terms as chairman of the flexible cord 
and cord section of the National Electri- 
cal Manufacturers’ Association. He is 
also a member of the wiring device sec- 
tion and the fuse section of the same 
association. 

After being graduated from Yale’s 
Sheffield school, he was employed in the 
G. E. hourly rate drafting department at 
Schenectady. The following year he en- 
rolled in the Schenectady test course. 
On February 4, 1901, he left G. E. to 
join the B-R Electric and Manufacturing 
Company of Kansas City, Mo. Eight 
months later was back with G. E. as an 
engineer in the supply department. 


Westinghouse New Products 


George H. Woodard has been ap- 
pointed manager of the new products 
division of the Westinghouse Electric 
and Manufacturing Company, F. D. 
Newbury, vice-president, announced. 





G. H. WOODARD 


Mr. Woodard joined the Company 
when the new products division was cre- 


ated in 1936 for the development of 
products which have not reached the 
state of commercial apparatus. After 


filling the position of new products engi- 
neer at the Westinghouse South Phila- 
delphia works for two years, he was 
brought to the division’s headquarters at 
East Pittsburgh in 1938. 

Besides directing development of new 
products, Mr. Woodard will continue as 
executive assistant in the Company's 
emergency products division, responsible 
for the negotiation of government con- 
tracts for ordnance material. 


Stromberg-Carlson 


Dr. Ray H. Manson, general manager 
of the Stromberg-Carlson Tel. Mfg. Co., 
of Rochester has announced the promo- 
tion of officials of the company, as part 
of a general expansion of the company’s 
present organization: 

George E. Eyer has been made works 
manager. Sidney R. Curtis has been ap- 
pointed general superintendent, and 
Charles E. Angle promoted to the posi- 
tion of production control manager. 


1942 


R. E. Golemb has been appointed sup- 
ervisor of quality. 

In addition to his present position as 
sales promotion manager, Stanley H. 
Manson has _ been appointed service 
manager and chairman of the company’s 
cabinet committee. 


Toastmaster 
In a realignment to meet growing 
defense-production demands, the Mc- 
Graw Electric Company, Elgin, Ill., has 


given new staff assignments to W. E. 
O’Brien and B. M. Riker, who have been 
in charge, respectively, of domestic and 
commercial appliance sales in the Toast- 
master Products Division. 

Mr. O’Brien, according to an an- 
nouncement by D. S. Campbell, executive 
vice-president, has been appointed gen- 
eral sales manager, of both the domestic 
and commercial Toastmaster sales de- 
partments. Mr. Riker has been placed 
in charge of a newly created industrial 
department, so that he can concentrate 
exclusively on defense work, which he 
has been handling for some time. 


Westinghouse Motors 


Appointment of H. E. Grout as super- 
intendent of the small motor division of 
the Westinghouse Electric and Manufac- 
turing Company, Lima, Ohio was re- 
cently announced by C. C. _ Shutt, 
manager of the Lima works. 


Schick Shaver 


Bonnie I. Smith, district sales super- 
visor in the Atlanta territory for Schick 
Incorporated since March, 1940, is now 
in charge of Michigan and adjoining 
territory for that company with head- 
quarters at 906 Industrial Bank Bldg., 
Detroit, Mich. 


Electrical League of Cleveland 


W. T. Clark has been named secretary 
of the Electrical League of Cleveland, 
according to announcement made today 
by J. E. North, president. 

He succeeds Ralph H. 
signed to become 
the Cleveland 


Jones, who re- 
managing director of 
Executives Association. 





W. T. CLARK 


Clark, who holds a degree _ electri- 
cal engineering from Texas A. and M. 





college, has been with the i since 
1936, handling exhibits, displays, special 
promotions and lecture work. Prior to 
his coming to the League, he was in 
charge of lighting sales for the Pennsyl- 
vania Power and Light Co., and prior 
| to that, was associated with the Nela 
' Park sales promotion department. 








Stewart-Warner 


Stewart-Warner directors at a recent 
meeting, elected two new vice-presidents, 
Joseph C. Elliff and George L. Meyer. 

Assistant general sales manager Elliff 
came to Stewart-Warner in June, 1939. 
For 16 years previous he was with the 
Curtis Publishing company, the last 11 
years as western manager for Saturday 
Evening Post. A graduate of the Uni- 
versity of Missouri, Mr. Elliff served 
in the World War as a Ist lieutenant, 
4th U. S. Field Artillery. In the two and 
one-half years he has been with Stewart- 
Warner, he has played an important part 
in the sales merchandising and distribu- 
tion of many of the nationally-recognized 
Stewart-Warner products. He will con- 
tinue to serve as assistant general sales 
manager ,at the same time assuming new 
responsibilities. 





JOSEPH C. ELLIFF 


Meyer, a Stewart-Warner employee 
since the company was founded, began 
his career in 1907 with J. K. Stewart, 
first company president. Since 1939 he 
has been manager of the Stewart Die 
Casting Company, a subsidiary. First a 
bank messenger, then an office boy, Mr. 
Meyer has made his upward climb gradu- 
ally. He was born in Chicago on March 
26, 1891. In addition to such new duties 
as the vice-presidency position will re- 
quire, Meyer will continue in charge of 
the die casting plant. 


In Brief 


C. A. Comstock, commercial manager 
of the West Coast Power Company, was 
recently elected president of the Portland 
(Oregon) Electric Club, succeeding Nor- 
man Hayes of the Stubbs Electric Com- 
pany. Other officers include: Geo. R. 
Shultz, Garland-Affolter Engineering 
Co., first vice president; Harold P. 
Kelley, H. A. West Co., second vice- 
president; Geo. H. Card, Montgomery 
Electric Co., secretary, and J. M. McKay, 
Portland General Electric Company, 
treasurer. 

Lee Collins, Westinghouse Electric 
Supply Company, is new president of the 
Electric Club of San Francisco. Other 
fficers include Charles Farrow, Pacific 
Electric & Mechanical Co., vice presi- 
dent; Wallace B. Barns, Electrical 
Agency, secretary; and Chart Maltby, 
Grey Electric Supply Co., treasurer. 

L. C. McClurkin, former president of 
the Arkansas Utilities Company of 
Helena, Ark., has been made president 
of the West Coast Power Company with 
headquarters in Portland, Ore. This 
company serves a widely scattered dis- 
trict extending from the Pacific Coast of 
Oregon to Idaho. 


New assistant commercial manager of 
the Southern California Edison Company 
is H. V. Busby, who for the past five 
years has been manager of the company’s 
Pomona district. H. N. Kemp, former 
manager at Ventura, takes over in 
Pomona. 
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WHERE DO YOU STAND 
ON R«M FANS? 


As you know, everybody expects a record demand for quality 


fans this summer. And it’s no news to you that the industry 


probably won’t be able to make enough to go around. 


We believe, however, that we will 
be able to produce a substantial 
number of R & M fans for the 1942 
season. Just how many there'll be, 
we don’t know. We might not be 
able to fill every distributor’s or- 
der completely —especially those 
that come in late. 

For this reason, we urge you to put 
yourself in the best possible posi- 
tion with your distributor by giv- 
ing him your order immediately— 
for shipment as soon as possible— 
so hell know where he stands. 
Then when his order is filled 
by us—in whole or in part — we 
are sure he'll return the favor by 


seeing that you get your share. 


BANNER FANS 
8-inch, $4.95 
10-inch, $12.95 


12-inch, $19.95 


STANDARD FANS 
10-inch, $15.95 
12-inch, $32.00 
16-inch, $38.95 


You have our word that the fans we 
will make will be as fine as ever in 
construction, performance, effi- 
ciency and durability. And con- 
sidering higher production costs 
and higher taxes, they'll be better 
values than we've ever been able 
to offer in the past. 

Get in touch with your R & M fan 
distributor now. If you don’t know 
the name of the distributor nearest 
you, write us at the factory or 
ask the nearest R & M Branch 
Office listed below. 

Retail prices — including Federal 
Excise Tax —of 1942 desk models 
(60 cycles, 4. C.) are listed here for 


your convenience : 


DELUXE FANS 
10-inch, $19.95 
12-inch, $35.95 


16-inch, $41.95 


Doing Our Best for Americal 


R « M fans are serving in Army Camps, on shipboard, and in Ww 


Army and Navy Hospitals. R « M Motors, Hoists, Cranes 


and Moyno Pumps are speeding production in countless 


armament industries. 


ROBBINS « MYERS 


« Branch Offices in: 


SPRINGFIELD, OHIO 


NEW YORK, 200 Varick St. 


KANSAS CITY, 2105 Grand Ave. 


CHICAGO, 2400 W. Madison St. 
NEW ORLEANS, 500 Camp St. 


¢ INC. 


PHILADELPHIA, 401 N. Broad St. 
DALLAS, 1100 Cadiz St. 


SAN FRANCISCO, 237 Rialto Building 


THE ROBBINS & MYERS CO. OF CANADA, LTD., Brantford, Ont. 
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Timken Silent Automatic | 


T. A. Crawford, general sales manager, 
Timken Silent Automatic Division of The 
limken-Detroit Axle Company, an- 
nounces the appointment of W. J. Chap- 
pell as assistant sales manager. Mr. Chap- 
pell was formerly advertising manager of 
the company. 

R. M. Marberry, who was sales pro- 
motion manager of the Timken Silent 
Automatic Division, has been made ad- 
vertising manager of both the Timken 
Silent Automatic Division and The Tim- 
ken-Detroit Axle Company. 


General Electric Advertising 


Major Boyd W. Bullock, advertising 
manager of General Electric Company's 
appliance and merchandise department, 
Bridgeport, Conn., will go into active army 
service February 15, he has announced. 
Major Bullock was a second lieutenant in 


World War I. 





BOYD W. BULLOCK 


Glenn Gundell who has been assistant 
to the advertising manager, now becomes 
assistant advertising manager, and will 
be in charge during Major Bullock’s ab- 
sence. 

Major Bullock’s service record of 
nearly 20 years with General Electric 
Company started in the publicity depart- 
ment at Schenectady, where his first 
assignment was market research and 
analysis. Then came a three-year dealer | 
promotional job dealing with the increas- 
ingly serious problem of distributing cat- 
alogs, handbooks, sales aids, direct mail, 
and similar publicity material. 








GLENN GUNDELL 


He was then placed in charge of the | 
company’s institutional advertising pro- 
gram, and in 1930 was appointed division 
manager responsible for advertising prod- 
ucts sold to electric service companies. In 
1933 he was appointed assistant to the 
manager of the publicity department, and 
shortly afterward, assistant manager. In 
1939 he was appointed advertising man- 
ager of the appliance and merchandise de- 
partment at Bridgeport. 

Mr. Gundell had formerly directed the 
advertising and sales promotion activities 
of the General Electric air conditioning 
and commercial refrigeration department 
at Bloomfield, N. J., for five years. Prior 
to that, he had been engaged in adver- 
tising with New York agencies and with 
midwest newspapers. 
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Landers, Frary & Clark 


Richard L. White, president of Landers, 
Frary & Clark in New Britain, Connec 
ticut, has announced the appointment of 
Harold C. Edgerton, general superintend- 
ent of the Underwood-Elliott-Fisher Co 
of Hartford, to the position of works man 
ager of Landers, Frary & Clark. 





H. C. EDGERTON 


Assisting Mr. Edgerton in his new 
position will be L. A. Brown, mechan- 
ical superintendent; Charles Cook, gen- 
eral superintendent of the electrical appli- 
ance and hardware division, and F. J. 
Carney, general superintendent of the 
range and washing machine division 


Crosley Corporation 


Appointment of Ben T. Roe as manager 
of distribution of the manufacturing branch 
of The Crosley Corporation has just been 
announced by Robert I. Petrie, vice-presi- 





BEN T. ROE 


dent and general sales manager. In this 
capacity, he will have direct supervision 
of the field activities of the company’s dis- 
trict sales managers throughout the coun- 
try and their contacts with the company’s 
distributors. 


BLACKSTONE APPOINTS H. U. MANN 


P. S. Moynihan, sales manager of the 
Blackstone Corporation, manufacturers of 
Blackstone washers and ironers, an- 
nounces the appointment of the H. U. 
Mann Company of 540 N. Lake Shore 
Drive, Chicago, as direct factory repre- 
sentatives. Their territory consists of the 
states of Illinois, Missouri, Indiana and 
Wisconsin. 

H. U. Mann, president of the distribut- 
ing organization, resigned last July as 
sales manager of the Electric Vacuum 
Cleaner Co., of Cleveland, to form his 
own company which maintains showrooms 
in the Furniture Mart. 

“Ham,” as he is known to his friends 
in the industry, has taken over distribu 
tion for Premier Vacuum Cleaners for- 
merly handled by the factory's Chicago 
Division, as well as the crack Premier 
sales force in that area. 

In addition to Blackstone and Premier, 
the Mann organization are factory repre- 
sentatives for Lonergan oil space heaters, 
Freed Eisemann radios, Magic-Aire clean 
ers, and Better-Lite pin-up and fluores 
cent lamps. 
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Eureka Sales Huddle 


G. T. Stevens (right), Eureka vice 
president of sales, gives O. H. Golberg, 
recently appointed merchandise man- 
ager, the go-ahead on a new, 38-page 
salesman's manual covering the firm's 
two new cleaner lines. 


PLAQUE PRESENTED TO 
PREMIER'S PRESIDENT 


CLEVELAND. — Recently, when a 
Christmas bonus was distributed to fac- 
tory employees of Electric Vacuum 
Cleaner Co., Inc., Cleveland, Ohio, a 
bronze plaque was presented to Julius 
Tuteur, company president, commemo- 
rating his 25-year leadership of the 
Premier organization 

The bronze plaque, bearing a sculptured 
likeness of Mr. Tuteur, reads as follows: 


"1916 1941 
PRESENTED TO 
JULIUS TUTEUR 
BY THE EMPLOYEES OF ELECTRIC 
VACUUM CLEANER CO., INC. IN COM- 
MEMORATION OF TWENTY-FIVE YEARS 
OF BRILLIANT MANAGEMENT AND IN- 


SPIRING LEADERSHIP—AND IN APPRE- | 


CIATION OF THOSE PERSONAL QUALI- 
TIES WHICH HAVE ENDEARED HIM TO 
ALL AND EARNED FOR HIM THE AFFEC- 
TIONATE AND HONORABLE TITLE 
‘THE OLD MAN'" 

\ prominent New York sculptor, Mr. 
Jeno Juszko, created the large plaque as 
well as a miniature of which four were 
presented to Mr. Tuteur for distribution 
to his wife and three children. 

The plaque has been permanently 
mounted on the wall of the main entrance 
lobby of the general offices in Cleveland. 





Bronze plaque presented Julius Tuteur 
on 25th anniversary. 
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| for the duration; (2) To maintain user 


NORGE PRESENTS NEW | 
DEALER SERVICE 
PROGRAM FOR 1942 


J. R. Cameron Announces Mail | 
Campaign To Increase Business | 
During War Emergency 


DETROIT—A planned service program 
designed to bring hundreds of thousands | 
of dollars of service business to Norge 
distributors and dealers during 1942 and 
to materially aid millions of Norge own- 
ers in cutting their utility bills was pre- 
sented to all Norge distributors this 
month by J. R. Cameron, service man- 
ager for Norge Division, Borg-Warner 
Corporation. It will be put in effect 


immediately. | 


Completely subordinating factory inter- 
ests to those of the Government’s Victory | 
program and the problems faced today by 
dealers and distributors alike, the Norge 
program won immediate and euthusiastic 
praise from all distributors. Presentation 
was made to them personally during the 
recent distributor meetings held here. 


Six Major Aims 


The plan has six major aims: (1) To 
offset the serious hardships which might 
be caused by breakdown of appliances 
now in use which may be irreplaceable 


morale through increased efficiency and 
life of appliances; (3) To conserve elec- 
tricity by assuring efficient operation; (4) 
To conserve food supplies by assuring 
proper functioning of electric refriger- 
ators; (5) To keep the Norge name be- 
fore the public, assuring maintenance of 
the potential market at the close of the 
War; (6) To add profitable revenue 
which will offset the lowered gross sales 
of dealers and distributors. 

The program has been thoroughly de- 
veloped from both the service operations 


and the service sales angle, and has been | 


checked and rechecked during recent 


| months to assure practicality. 





Equipment Requirements 


On the operations side of the picture, a 
careful study has been made of the mini- 
mum and maximum equipment require- 
ments for the dealer’s or distributor’s 
shop. Tables listing necessary equipment 
and carefully itemising costs, are pro- 
vided. Even the dealer whose service 
experience in the past has been somewhat 
limited is thus fully informed as to his 


equipment requirements and may enter | 
the plan with full confidence that he is | 


able to carry it through to completion. 
Sales promotion plans are based pri- 


marily on the use of a series of cleverly- | 


designed direct mailing pieces. Aimed at 
arousing immediate interest in appliance 
owners, the pieces stress the 
which will result from the use of pre- 
ventive service. Plans have been de- 
veloped for each product in the Norge 


family line. 


Mailing Pieces 


The mailing pieces have been so de- 
signed and the plan for their use mapped 
out in such a way that the service sales 


effort may be controlled to conform to | 


the state of organization of the dealer’s 
or distributor’s service department. In 
this way, the service department which 
will require expansion to handle eventual 
full volume may make an immediate start 
on a smaller scale, defraying overhead 


and expansion costs meanwhile. Any 


savings | 





dealer or distributor now doing any serv- | 
ice work at all is in a position to start | 


the plan at once. 

Details of shop requirements set up in 
the plan and of the specific preventive 
service programs which have been de- 
signed for sale to the public have not yet 
been released for general publication. For 


| the benefit of the industry in general, | 


however, Norge plans to make this infor- | 


mation available in the 
Cameron stated 


near 


1942 


future, 


HOW TO GIVE YOUR 
IRON SALES A L/eT 


Build around PROCTOR Never-Lift, 





the most advertised iron 








in America! 












“I saw the Proctor advertised 
in The Saturday Evening Post 
or Good Housekeeping.” 
“Probably you saw it in both. 
Proctor’s in both every month.” 
—s 








Only ONE Iron 





in America 
has Never-Lift, 
the PROCTOR! 


There are irons and Proctor Irons. Your experience 
tells you the value of ONE big sales feature. The Proc- 
tor has that sales feature. It’s Never-Lift! Saves need- 
less lifting and tilting. No other iron in America 
can offer it. Never-Lift will lift your traffic appliance 
business out of the rut. Become known as Proctor 
headquarters. The magic Proctor Never-Lift name 
and these better appliances will make it pay you! 







SAYS: 











Imagine Yourself in Your Prospect’s Shoes 
SAM Remind your prospect it takes a thousand moves to 
iron a shirt—up and down—up and down. She knows 
VINING only too well the drudgery of lifting a hot iron—over 
and over again, endlessly. Then tell the Proctor 
Never-Lift story—“No lifting! No tilting!” 
If you use it yourself, you'll sell it! 
PROCTOR ELECTRIC CO., Sales Div., Proctor & Schwartz, Inc., Phila. - Est. 1883 
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A touchand theiron 
lifts itself. Another 
touch and it’s ready to 
iron. Up to $,000 Ibs. 
lifting in an average 
ironing—and these 
patent Proctor con- 
trols do 95°, of it for 
the Proctor owner! 
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A WAR MESSAGE 


ALL EMPLOYERS 


* From the United States Treasury Department * 


Winninc THs War is going to take the mightiest effort 
America has ever made—in men, in materials, and in 
money! Every dollar, every dime that is not urgently 


needed for the civilian necessities of food, clothing, and 
shelter, must, if we are to secure final Victory, be put into 
the war effort. 

An important part of the billions required to produce 
the planes, tanks, ships, and guns our Army and Navy 
need must come from the sale of Defense Bonds. Only 
by regular, week by week, pay-day by pay-day invest- 
ment of the American people can this be done. 

This is the American way to win. This is the way to 
preserve our democratic way of life. 

Facing these facts, your Government needs, urgently, 
your cooperation with your employees in immediately 
enrolling them in a 


PAY-ROLL SAVINGS PLAN 


The Pay-Roll Savings Plan is simple and efficient. 
It provides, simply, for regular purchases by your em- 
ployees of United States Defense Bonds through system- 
atic—yet voluntary—pay-roll allotments. All you do is 
hold the total funds collected from these pay-roll allot- 
ments in a separate account and deliver a Defense Bond 
to the employee each time his allotments accumulate to 
an amount sufficient to purchase a Bond. 

The Pay-Roll Savings Plan has the approval of the 
American Federation of Labor, the Congress for Indus- 
trial Organization, and the Railroad Brotherhoods. It is 
now in effect in several thousand companies varying in 
number of employees from 3 to over 10,000. 

In sending the coupon below, you are under no obliga- 
tion, other than your own interest in the future of your 


country, to install the Plan after you have given it your 





consideration. You will receive—l, a booklet describing 
how the Plan works; 2, samples of free literature fur- 
nished to companies installing the Plan; 3, a sample 
employee Pay-Roll Savings authorization card; and 4, 
the name of your State Defense Bond administrator who 
can supply experienced aid in setting up the Plan. 

To get full facts, send the coupon below 
—today! Or write, Treasury Department, Sec- 
tion B, 709 Twelfth St., NW., Washington, D. C. 


HOW THE PAY-ROLL SAVINGS 
PLAN HELPS YOUR COUNTRY 


| It provides immediate cash now to produce the finest, 
deadliest fighting equipment an Army and Navy ever 
needed to win. 


2 It gives every American wage earner the opportunity for 
financial participation in National Defense. 


3 By storing up wages, it will reduce the current demand 
e ed goods while they are scarce, thus retarding 
nflation. 


4 It reduces the percen of Defense financing that must 
be placed with banks, thus putting our emergency finane- 
ing on a sounder basis. 


It builds a reserve buying power for the post-war purchase 
of civilian goods to keep our factories running after the 
war. 


af 


6 It helps your employees provide for their future. 
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NUMEROUS H: ARDWARE and elec- 
tric shops in the West Coast area have 
added blackout materials as a sideline, 
suggesting that a thorough job of protect- 
ing the windows to prevent light leakage 


during a blackout makes it possible to 


carry on life electrically much as usual 
inside the house. 
* x x 
RECORDS OF POWER SALES 
during the first week of the war showed 
that the intermittent blackouts practiced 


in Pacific Coast cities resulted in a drop 
of about 3 per cent in energy consump 
tion. Later relaxation of emergency 
neasures has not brought back full load, 


is many signs have been discontinued. 
San Francisco permits use of signs if 
manually trolled with a anneal 
ndividual available to turn them off in 


ase of an air raid alarm. What comple te 
blackouts can do in load loss was re 
sorted from Manila during its early days 


f resistance, where output of the Mar ila 
Electric was down 30 per cent from the 
prewar r¢ rd al 1 26 per cent below 
the corresponding week of 1940 
* 
THE HAWAIIAN ELECTRIC re 


ports that none of its major facilities were 
damaged by the initial air raid on Pearl 
Harbor. 


THE PUGET COUND Power and 
Light Company in 1941 repeated its su 
cessful “Running Water Clinics”, which 
brought together dealers handling this 
equipment for instruction at the Uni 
versity of Washington in engineering 
problems and in selling methods. 


CONTRARY TO 
ENCE of areas 
1e Public Service 
reports that 


THE 
undergoing 
Company of Colorado 
during the week following 
the attack on Pearl Harbor a new all- 
time record in electric use was reached. 
Listening to radio broadcasts is credited 
with having an important share in boost 
ing the kilowatt consumption 


EXPERI- 
blackouts, 


THE PORTLAND GENERAL 
KLECTRIC Company of Portland, Ore 
gon, is operating a six-month Quiz Con- 
test with 76 prizes awarded every month, 
including dude-ranch vacations, radios, 
student lamps and electric clocks. Part of 
the program involves a regular quarter- 
page of institutional advertising, run un- 
der the heading “PGE News Flashes”, 
with pictures and news of the utility’s 
contribution to war activities, and which 
contains each time information which can 
be used in answering the month’s ques- 


tionnaire. Occasionally such items are 
included as the fact that twenty times 
as many Portland families now enjoy 


electric water heating as did in 1925. 


WASHING MACHINES ranging in 
price from $119.95 to $169.95 were fea- 
tured in late December advertising by 
Meier & Frank of Portland, Oregon. 


THE POWERS FURNITURE 
COMPANY of Portland, Oregon, started 
the new year with an announcement of 
the 1942 L & H electric range at $129.95, 
warning customers, however, that they 
had only five on hand and were not sure 
of future deliveries. 


GRUNBAUMS OF SE 
Wash., introduced the 1942 L & H range 
with offer of a 6-piece cooking set in- 
cluded free with the $179.25 model. They 
add “Your old home furnishings of any 
kind taken in trade.” 


ATTLE, 
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"Any 


Bonds Today?" 





Every morning, at the Cincinnati plant of The Crosley Corporation, the strains 


of "Any Bonds Today?" 
the company's public address system. 


echo through each floor of the plant and offices, over 
They remind Crosley employees that a 


campaign is under way to sell $150,000 worth of defense bonds to the 3,500 


workers in the organization. 


R. C. Cosgrove, 


vice-president and general man- 


ager, is shown above purchasing the first bond in the campaign from Flo Kunse- 


miller, one of the Crosley organization bond solicitors. 


Latimer, president of Crosley local, 


Workers, which is co-operating. 


International 


At the right is Harold 
Brotherhood of Electrical 





WESTERN NEWS FLASHES 





AN ELEC’ 
at which 
themselves 
pert, or might 
giving perfect 


rrRit 
customers 
under 


SHAVING clinic, 
were free to shave 
supervision of an ex- 
bring in equipment not 
satisfaction for inspection 
and advice was a pre-Christmas promo- 
tion of the Ernst Hardware Company of 
Seattle, Wash. Customers were offered 
a 10-day free trial of a “Remington 
Foursome.” 


MAKING A REAL ASSET of the 
appeals for advertising in school papers, 
the Washington Water Power Company 
has inaugurated a system of sponsoring 
ad writing contests for schools in its ter- 
ritory. Each school that solicits adver- 
tising from the company is invited to 
submit one ad each month, selected as 
the best from their school. The first 


prize winner has the distinction of seeing 
his ad run in all school publications dur- 
ing the following month and in addition 
receives a check for $5. A second prize- 
winner receives $2.50. Students have been 
particularly enthusiastic about the con- 
test, giving it wide publicity in their own 
groups and entering a large number of 
ads in local contests. Some town papers 
have been publicizing the contest, the win- 
ning ad being reproduced along with a 
story of the prize winner’s achievement 
in his own home town paper. Home in- 
terest in the contest as well as official 
teacher encouragement of this writing 
project has insured a maximum reader 
interest for the ads when they do appear. 


x tk * 


THE ABERDEEN 
STATION on the 


EXPERIMENT 
lines of the Idaho 


Power Company has recently installed 
three large walk-in refrigerators, for use 
in experimental work on potato storage 
\n adequately ligh ited greenhouse warmed 
by electrically heated water is also a new 
feature of their equipment. 


H. E. SAVIERS & SON of Reno, 
Nevada, has been offering Defense Bonds 
and Stamps for old radios turned in on 


purchase of the more expensive console 
models, and then presenting the trade-in 
machines to any recognized charity in 


Reno or Sparks which the customer may 
designate. This firm ran a nightly musi- 
cal “party” in its store 
17th through 22nd, 
gram and presenting winning performers 


each night with $25 Defense Bonds. 


from December 
broadcasting the pro 








THIRTY LVINATOR dealers at 
tended the « ing school in Boise which 
was presente y a home service adviser 
of the Idaho Power Company under the 
sponsorship of Mr. Dean of the Nash 
Kelvinator ( ration 

e « 


LOOKING FORWARD to the time 
five or ten years hence when the defense 
industries will be released for produc- 
tion of civilian requirements, the Rocky 
Mountain Electrical League, under its 
President-elect J. W. Alexander and re- 
tiring President Gaylord B. Buck, has 
adopted an aggressive promotional pro- 
gram for 1942 designed to keep the pub- 
lic conscious of electrical services and to 
retain the market interest. Realizing that 
shortages are temporary, while factories 
and distributing agencies are permanent, 
the League holds that a collapse of sales 
tactics would mean surrender of markets 
which must eventually be re-won if out- 
lets are to be provided for the huge en- 
ergy surpluses which will inevitably be 
released during the reconstruction period. 
RMEL committees are preparing an am- 
bitious program which will call for an 
increased budget and greater activity in 
all promotional lines. ; 


EMPHASIZING the importance of 
electric service in the nation’s all-out for 
Victory program, Utah Power and Light 
Company advertising offers the service of 
their commercial department to furnish 
helpful suggestions as to the best use of 
electricity to accomplish results in speed- 
ing up production 


(Continued on next page) 


Stepin Fechit Not Too Slow To Catch On 





1942 


Hollywood's Molasses-in-January comedian, 
Steel to put a humorous touch to its before and after store placards. 

















Stepin Fechit, was recently enlisted by Youngstown Pressed 
“My, Oh My," 


said Stepin. 


PAGE 43 














GENERAL 
SELF STARTING CLOCKS 


ELECTRIC 























ere’s the way fo se 
Clocks in Volume! 


Dealers everywhere are amazed at the way 
this merchandiser speeds up clock sales! Each 
clock is displayed so brilliantly and colorfully 
that customers can’t resist. The G-E Clock Shop 
is a complete department in itself — all in a 
space of 1’ x 4’ x 7’. Made of substantial wood 
veneers in smartest colonial design, scientifically 
illuminated. To find out how easily you can put 
it to work in your store, send the coupon today. 
General Electric Company, Bridgeport, Conn. 


Mail this today for full details 


ea ae a 
Clock Sales Section 

General Electric Co. 

Bridgeport, Conn., Dept. TR-232. 

Tell us the good news about your G-E Clock Shop. 

NAME 


ADDRESS 


cneineeimenenell 


DISTRIBUTOR’S NAME 


‘olaiesieteaietententon 


on ae aw oe ee ee es ee ee ee eee os 
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RURAL ELECTRIFICATION prob- 
lems were discussed at a 3-day conference 
held at the University of California at 
Davis, January 12 to 14, under the spon- 
sorship of the California Committee on 


the Relations of Electricity to Agricul- 
ture. 
. * x 
IN LOS ANGELES the Bureau of 


Power & Light has under way a program 
directed toward modernization and re- 
placement of old model electric ranges, 
designed to reach its peak in late spring. 
Group demonstrations are to be a featured 
part of the promotion. 


. * « 


THE NINTH ANNUAL electrical 
show sponsored by the Bureau of Radio 
and Electrical Appliances of San Diego, 
California, which was held the last week 
of November, broke all previous records 
with an attendance of 125,000 during the 
six days of the exhibit. Attendants at 
booths reported a wide opportunity to 
discuss with customers the availability of 
appliances and the question of terms un- 
der government regulation, both of which 
had been misunderstood. Decorative 
schemes and lighting effects were re- 
ported to have been the “best yet.” The 
Bureau is not announcing further promo- 
tional activities, until it has had time 
to study problems of war emergency. 


* * x 


\ JANUARY clearance sale, featur- 
ing floor samples and rebuilt appliances 
was staged by the appliance department 
of Breuner’s Sacramento, California, 
store, with some new appliances included 
in the sale. More recent advertising has 


featured $179.95 washers and electric 
clocks 
* * * 

“BUY NOW in the Low Rent Dis- 
trict” is the slogan of Elster’s of Los 
Angeles. This firm has been featuring 
special prices on radios, washers, ironers 
and vacuum cleaners. 

. * « 
ELECTRIC BLANKETS were fea- 


tured by the Southern California Edison 


Company in the January issue of ELec- 
rRICAL TIMES, which goes out to all 
customers 

* * * 


TO CORRECT the 
government-imposed 


that 
prac- 


impression 
credit terms 


A Testimonial to Owen Nugent 





| ter, followed by 


tically ended installment buying, the Los 
Angeles Bureau of Power and Light's 
December bulletin addressed to customers 
carried an editorial pointing out that local 
electrical dealers still were able to offer 
generous and sensible time payment plans. 


* * * 
THE MASONIC TEMPLE of Mont- 
rose, Colorado, has an all-electric kitchen 


which includes an 86-gallon electric water 
heater and a double electric range with 
two full size ovens, a warming unit and 
six surface elements. Metal cabinets, sink, 
lighting and water heater were furnished 
by John Schwend of the Valley Engineer- 
ing Company, while Tom Howard of the 
Lathrop Hardware Company installed the 
range. 


COMPLETE SEVERANCE of in- 
tercourse with Japan has turned thoughts 
of American Japanese even more to the 
adoption of American ways. For some 
time before the war groups of Japanese 
women in the Salt Lake district of the 
Utah Power and Light Company were 
receiving instruction in the use of elec- 
trical appliances. The classes were part 
of the adult education movement of the 
city and were conducted by a representa- 
tive from the dealer sales promotion staff 
of the power company. Members of the 
Japanese church and others have shown 
an intelligent interest in electric cooking 
and preparation of American foods, oc- 
casionally even husbands attending the 
final sessions of the school. 


* * * 


BARBER’S STORES of Albuquerque, 
New Mexico, have been operating a 
cooking school throughout the month of 
January, conducted by Mrs. Lilla P. 
Cross. The first of these events ran for 
eight days during two successive weeks 
from 1:15 to 3:00 p.m., at the Lobo Thea- 
“kitchen clinics” in the 
themselves. Later a two-weeks 
school is scheduled to be held in the 
Indian Room of the Franciscan Hotel. 
The Sanders Electric Company loaned 
equipment. 


stores 


INTEREST in electric 
not confined to the home economics 
classes of the Montrose, Colorado, schools. 
Once a month a representative from the 
Western Colorado Power Company con- 


appliances is 


| ducts a class for the boys of the Montrose 


Junior High School, who show an eager 
interest in operating such equipment as 
waffle irons and electric roasters. 





When Owen Nugent, 


Cincinnati branch manager for Thor, was promoted 


recently to Eastern manager for the company, his friends in Cincy threw a 


party in his honor. 
Palmer, 


Left to right: 


Rodney Young, Griffith Distributing; John 
Golden Rule Electric Shop; Pat Sharron, 


pres. Electric League; Bill 


Schuster, Schuster Electric; F. Pieppert, McAlpins; Walter Neiderhelman, Cin- 
cinnati Gas & Electric; Hugh Rumbaugh, Fair Store; Owen Nugent; C. B. Hol- 


lingsead, B. F. Goodrich Co.; 
Post; 


Oscar Shirman, 
Larry Brock, Shillitos; Bob Mattox, Cincinnati Times-Stor; 


Shillitos; W. Harig, Cincinnati 


Charles Hill, 


Cincinnati Enquirer; Tom Mason, Kelly Mason Company. 
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Andy Knapp (left), president of Knapp- 
Monarch Co., awards Homer Prater, 
Atlanta, the K-M diamond pin as "1941 
King of Producers”. 








Knapp-Monarch sales force, gathered 
for the annual winter conference at 
Saint Louis. 


KNAPP-MONARCH 
HOLDS CONVENTION 


ST. LOUIS, MO.—Homer Prater, At- 
lanta, Ga., Knapp-Monarch represernta- 
tive covering Alabama, Florida, Georgia, 
Mississippi, and Tennessee, has been 
awarded the K-M diamond pin as “1941 
King of Producers.” Andy Knapp, K-M 
president, made the award. The occasion 
was Knapp-Monarch’s winter sales meet- 
ing and banquet, held at the Chase hotel, 
St. Louis, in December, at which time 
President Knapp and other K-M officials 
presented the firm’s promotional and 
advertising plans for 1942 and introduced 
the new year’s line of K-M “electrical 
servants.” 





Toastmaster Surprises 
Wives of Sales Champs 


McMahon and Donlon Win Top 
Places in ‘41 


ELGIN, ILL.—James McMahon, Gray- 
bar Electric Co., Los Angeles, Cal., was 
recently awarded first prize in the 1941 
Toastmaster Campaign among 6,000 
Toastmaster distributor salesmen who 
call on electrical appliance outlets of all 
types. Second place went to James Don- 
lon, General Electric Supply Corp., 
Buffalo, N. Y. The prizes, two beauti- 
ful Elgin wrist watches, were awarded 
to their wives. 

Presentation to Mrs. McMahon was 
made by Ken Campbell, Toastmaster 
district representative, at a dinner at- 
tended by the salesmen and officials of 
the Graybar Electric Co. and their 
wives. George Libbey, Toastmaster sales 
promotion manager, Elgin, IIl., made the 
presentation to Mrs. Donlon at a dinner 
at which he was host to the salesmen and 
officials of the General Electric Supply 
Corp. and their wives. 

The presentation came as a complete 
surprise to both couples, as no advance 
notices of their honors were issued. 





K. E. Campbell, right, Toastmaster dis- 
trict representative, presents Mrs. James 
McMahon, center, with Elgin wrist watch, 
while Mr. McMahon, Graybar Electric 
Co., Los Angeles, proudly looks on. 





Left to right, James Sheehan, George Kehoe, Robert Glennie, Mrs. Donlon, 
James Donlon, and Charles Schuster, all of the General Electric Supply Corp., 
Buffalo, and George Libbey, Toastmaster sales promotion manager. 
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A SALES HEADLINER 


for 1942 


There has never been 
such a wonderful sales op- 
portunity for dealers since 
electric refrigerators were 
put on the market. 


Everything in the kit- 
chen has been modernized 
EXCEPT the kitchen sink 
and the storage facilities. 


Smart dealers will sell 
the cabinet sink NOW 
and have a future prospect for storage cabinets after 
defense needs have been satisfied. 


Hundreds of thousands of houses will be modern- 
ized within the year. 


To meet this tremendous sales potential for 1942, 
Youngstown Pressed Steel gives the dealer 7 differ- 
ent models of YPS cabinet sinks — all steel and 
highest quality. 


YPS Cabinet Sinks sell like hot cakes because— 


@ they eliminate the dishpan 


@ they are easy to work at because there 
is plenty of knee and toe room 


@ the roomy undersink cabinet saves hun- 
dreds of steps every day 


@ they are easily cleaned. 


Youngstown Pressed Steel helps its dealers with: 
National Advertising 
Dealer-helps Literature 
Floor, Wall, and Window Displays 









and a Special Factory Training Course in 
Selling and KITCHEN PLANNING. 


YOUNGSTOWN PRESSED STEEL DIVISION, Dept. 242 





Mullins Manufacturing Corporation, Warren, Ohio. 


YPS Cabinet 
Sinks are 
produced by 
America's 
leading manu- 
facturer of 
PLANNED 
KITCHENS — & 
the Youngs- 
town Pressed 
Steel. 





Please send me complete information on the YPS plan for my territory. 
Name 

Address 

City State 








EM 242 
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ECONOMICAL, Healthful Heat 
for ALL Users of 
OIL BURNING APPLIANCES 


DEPENDABLE [em 
CONTROLS 





Oil-Burning Appliances — Circulators, Ranges, Hot 
Water Heaters — using A-P DEPENDABLE CON- 
TROLS, have a “leg up” on today’s market demands. 
For to America’s patriotic millions, ECONOMY and 
service-free, healthful heating convenience, are the 
MUST features on their new Oil-Burning Appliances. 


A-P DEPENDABLE CONTROLS, used on most of the 
Appliances you sell, practically guarantee steadily con- 
trolled, healthful heating — at a minimum of fuel 
consumption. Point out this fact to your customers. 
You'll find it a great help to sales. And for greater 
heating convenience and economy, remember the A-P 
THERMOSTATIC HEAT REGULATOR SET. It’s 
easy to install, and inexpensive. 


Write for your FREE copy of the new 
“A-P Album of Space Heater Selling” 


* 


AUTOMATIC PRODUCTS COMPANY 


NORTH THIRTY — SECOND sTReeTt 


MILWAUKEE @ WISCONSIN 


(ApyDEre PENNPRLE 
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Life-Like Simplex 








lroner Display 





By the ingenious expedient of designing a new 1942 window display so that 
part of it rests on a Simplex ironer, the American Ironing Machine Co., Algon- 
quin, Ill, has achieved a full-height, life-size effect all packed within the limits 
of a 22x31 inch mailing carton. 

The central figure consists of the head, shoulders and arms of a smiling young 
woman which, when set up on the Simplex cabinet top, creates the illusion of 
@ homemaker standing behind the ironer. 


SALES HELPS AND LITERATURE 
FROM THE MANUFACTURERS 


FLUORESCENT LIGHTING 


\ new “question and answer” booklet 
on fluorescent lighting in the home, pre- 
pared for non-technical readers, has been 
announced by the Westinghouse lamp 
division, Bloomfield, New Jersey. 

This booklet is designed to answer 
popular questions in regard to cost, eff- 
ciency, advantages and maintenance of 
esidential fluorescent lighting. The fol- 
lowing subjects are discussed: 

1. Facts About Fluorescent Lighting 
Reference data on bulb construction, 
auxiliary devices, sizes and colors 
of fluorescent bulbs. 


2. The Advantages of Fluorescent 
Lighting 


2) 


. Questions and Answers. 

\. Construction of bulbs and equip- 
ment. 

B. Operation of fluorescent bulbs 
and equipment. 

C. Cost of fluorescent lighting. 

D. Use of fluorescent lighting in the 
home. 

4. Do’s and Don'ts of Fluorescent 

Lighting in the Home. 

This 23-page, 54” x 84” booklet A-3939 
may be secured by writing to the adver- 
tising department, Westinghouse lamp 
division, and enclosing five cents to cover 
mailing and production costs. 


WAGNER ELECTRIC 


The Wagner Electric Corporation re- 
cently published a new 34-page bulletin 
on single-phase, direct-current, and 
small polyphase motors manufactured by 
the company. 

The bulletin contains detailed descrip- 
tions of the construction of repulsion- 
start-induction motors, repulsion-induc- 
tion motors, capacitor-start motors, 
split-phase motors, direct-current motors, 
small polyphase motors, fan motors, and 
explosion-proof motors. 

This new bulletin is now available for 
distribution to those interested in the 
above listed motors. For a copy, address 
Wagner Electric Corporation, 6455 Ply- 
mouth Ave., St. Louis, Mo. and ask for 
“Bulletin MU-183”, 


WESTINGHOUSE MOTORS 


Parts for built-in universal motors, 
used in drills, screw drivers, shapers, 
sirens and numerous other applications, 
are described in a new four-page leaflet 
ema by Westinghouse Electric 
and Manufacturing Company. 
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A copy of booklet B-3004 may be se- 
cured from department 7-N-20, West 
inghouse Electric and Manufacturing 
Company. East Pittsburgh, Pa. 


FRIGIDAIRE 


The importance of adequate mechani- 
cal refrigeration in the present war-time 
emergency is explained in a booklet now 
being distributed by the Frigidaire Divi- 


| sion of General Motors Sales Corpora- 


tion. The booklet is entitled “Do you 
keep a COW in your backyard?” 
In language that brings the facts home 


| to the consumer, this booklet points out 


how electric refrigeration saves money, 
food and family health. Statements is- 
sued by departments of the United 
States Government and other authorities, 
are reprinted. 


CORY GLASS COFFEE BREWER 


Three purposes of the new Cory “Au- 
thorized Dealer” assortment are: (1) To 
increase immediate business (2) Bring 


| new customers into your store (3) Build 


good will for the future. In addition to 
a carefully selected assortment of 10 


Cory brewers, there are 8 pieces of re- 


placement glass, 12 Cory glass filter rods 
and an Authorized Cory Dealer repair 
kit. It adds up to an extra value at re- 
tail of $10.30. The repair kit includes a 
hand-picked assortment of replacement 
parts—adequate to service any Cory 
Brewer. Along with this special assort- 
ment, the dealer gets an attractive 
“Authorize Dealer” window-pane “De- 
cal” in black, red and gold. Jobbers 
and dealers should address Cory Glass 
Coffee Brewer Co., 325 North Wells St., 
Chicago, Ill. 
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DISTRIBUTORS 
APPOINTED 


BENDIX 


Judson S. Sayre, president of Bendix 
Home Appliances, Inc., South Bend, 
Indiana, takes pleasure in announcing the 
appointment of the Artophone Corp., 4200 
Forest Park Blvd., St. Louis, as Bendix 
home laundry distributors. 


CROSLEY CORP. 


Appointments of six new distributors 
for Crosley products were announced 
recently by R. I. Petrie, vice-president 
and general sales manager of The Cros- 
ley Corporation. 

Crosley products will be distributed to 
dealers by the J. & N. Ceazan Company, 
of Los Angeles; the Wichita Wholesale 
Furniture Company, of Wichita, Kansas: 
the Dealer’s Appliance Company, of 
Kansas City, Missouri; the Electric 
Fixture & Supply Company, of Omaha, 
Nebraska; the Major Appliance Com- 
pany, Jacksonville, Florida; and the 
Tracy-Wells Company, of Columbus, 
Ohio 


PREMIER 


Premier Division, Electric Vacuum 
Cleaner Co., Inc., 1734 Ivanhoe Rd.. 
Cleveland, Ohio, has recently announced 
the appointment of Behrer-Nason Co.. 
Inc.. Westchester Ave., White Plains, 
N. Y., as exclusive Premier distributor 
in Westchester County. 

Premier has also recently announced 
the appointment of Melgreen Electrical 
Corp., 543 South Broadway, Yonkers, 
N. Y., as distributor of service parts in 
Westchester County. 


G-E AUTOMATIC BLANKETS 


There were 36 new distributors for 
automatic blankets appointed by the 
G-E appliance and merchandise depart- 
ment during the last three months. Most 
of these were already wholesale distri- 
butors for most of the G-E product lines 
The list included branches of the G. E. 
Supply Corp., in Buffalo, Boston, Cleve- 
land, Detroit, Kansas City, Omaha, 
Washington, Nashville, New Orleans, 
Dallas, Oklahoma City, Salt Lake City, 
and Seattle; the G-E factory distribution 
branches in New York, Boston, and 
Tampa; and the following independent 
distributors : 

A. Wayne Merriam, Inc., Albany; 
Gould-Farmer Co., Syracuse; Electra 
Supply Co., Poughkeepsie; Coghlin Elec- 
tric Co., Worcester; E. Pulver Cook 
Inc., Providence; Orkil Electric Co., 
Hartford; Judson C. Burns Inc., Phila- 
delphia; Ochiltree Electric Co., Pitts- 
burgh; Raub Supply Co., Lancaster; 
Lowry Electric Co., Williamsport; H. G. 
Bogart Co., Toledo; Electric Appliances 
Inc., Indianapolis; Crescent Electric 
Supply Co., Dubuque; R. Cooper Jr., 
Inc., Chicago, E. H. Schaefer Co., Mil- 
waukee; R. S. Montgomery Inc., Rich- 
mond, L. W. Driscoll Inc., Charlotte: 
Perry-Mann Electric Co., Columbia; 
B. K. Sweeney Inc., Denver; and the 
George Belsey Co., Ltd., Los Angeles. 

The appointment of eight more dis 
tributors for the General Electric auto 
matic blamket has been announced by the 
G-E appliance and merchandise depart 
ment, Bridgeport, Conn., the recently 
added organizations being for the most 
part already distributors for most G-E 
appliance lines, and some of them also 
distribute radio and construction mate 
tials products. The new distributors for 
the blanket are G. E. Supply Corp., San 
Francisco; South Bend Electric Co.. 
South Bend, Ind.; Advance Electric Co., 
Terre Haute, Ind.; Virginian Electric, 
Inc., Charleston, W. Va.; W. D. Alex- 
ander Co., Atlanta, Ga.; Bard, Inc., Co- 
lumbus, O.; Air Engineers, Inc., Birm 
ingham, Ala.; and Langdon and Hughes 
Electric Co., Utica, N. Y 





Are you getting your share 


of this Service Business? 





In many lines new products are becoming limited. One re- 
sult is that more of those now in use will need service. 
That’s one reason people in your town will turn more fre- 
quently to the Classified section of your Telephone Directory. 

Their choice of a service man will depend very often on 
the information in his advertising messages. People may 
want to know whether you have a service department, what 
advertised brands you handle, whether you sell parts, etc. 
For example: Because the Johnson Electric Company of 
Glendale, Cal., stated in this ad that they repaired and re- 
wound motors, Mr. R. H. in a nearby town called them 
for service. 

Want some expert advice as to what “sales points” of your 
business should be included in your advertising? 
The Directory representative can give it, because 
he knows the features people look for. Call him 


at the telephone business office. 
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Alert electrical dealers from coast to coast are fitting 


/, 
their sales efforts to the times. In spite of increasing  / 


difficulties in getting vacuum cleaners, they are de- 
termined to stay in the “floor cleaning business.” —/ 
WAGNER Komb-Kleaned Sweepers turn the trick! 


America’s homemakers must have efficient de- 
vices for cleaning their rugs and carpets. The 
same type of “sales arguments” formerly used /} 
to sell cleaners make it easy to train sales- 
people to sell the advantages of WAGNER y/ 
Carpet Sweepers with their faster, better 
“PICK-UP” —two Patented Combs, auto- 
matic brush adjustments for THICK or / 
THIN rugs — other exclusive features! 


... SPECIAL 
PACKAGE DEAL 


/ So you con cash in quickly on 
nationally advertised WAGNER 
Komb-Kleaned Sweepers, we offer 
oe proved, fast-selling assortment 
— 6 sweepers, 4 models, at a 
price to fit every purse — and 
include a sales-building, three- 
sweeper FLOOR DISPLAY STAND 
FREE! Get this special assort- 

j/ ment through your favorite ap- 

pliance distributor or write us. 


E. R. WAGNER MFG. COMPANY 
Milwaukee, Wis. 








Nonb Kleaned Sweeper 
Better, Easier "PICK-UP" 





Dont Forget 
The 


AMERICAN RED CROSS 


Give Today 











»*FOR THE FIRST TIME a cue to souns 
REFRIGERATOR TRADE-IN VALUES 
ovo. |\_ THAT PROTECT YOUR PROFITS! 
wes 2° ATO 


Ww JARU «: Tr 


\ OVER 700 PHOTOGRAPHS— 
_ OVER 3,000 SOUND VALUATIONS— 
DETAILED SPECIFICATIONS— 














ge ARRANGED FOR QUICK REFERENCE — 
att aor’ The only fully illustrated compilation of data on all 
enn i een refrigerators sold since 1928, with an authoritative 
eae “oo! ve _ \ eae valuation on every model. Nowhere else can you get 
aa seal ae . m7 e “ae this wealth of complete up-to-the-minute information 
oot “Ue ont ee e? that guards against losses through excessive trade-in 
“cet m~, s ss 5 10 ae allowances. Essential to every dealer and salesman. 
“ordet "gost gsie® FREE 1942 REFRIGERATOR SUPPLEMENT — act now. / 





STANDARD REFRIGERATOR TRADE-IN MANUAL CO.. 41 UNION SQ.. N.Y. C. 


AGENTS, DISTRIBUTORS + 





Write for full information. 
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'What Farm Women Are Doing 
To Help Nation's War Effort 











| or 


Household Equipment Saves 
Their Time and Labor, Farm 
Magazine Finds 


CHICAGO—To determine what Amer- 
ica’s farm women can best do in helping 
our national war effort, and how best to 
do it, a national forum of outstanding 
leaders among farm women was held re- 
rn at Chicago by Farm Journal and 
Farmer's Wife. To the meeting, the 
publication invited 28 farm women, repre- 
senting all parts of the United States and 
all types of agriculture. All were recog- 
nized leaders in their states, several have 
been elected to state-wide offices by farm 
women themselves, six have held national 
offices, two have been in state legislatures. 
Each was well qualified to speak for the 
farm women of her region. 

From the forum, which lasted two days 
and two nights, a platform was adopted 


which, practical and concrete, answers 
the question asked by millions of farm 
women: “What can J do to help?” High- 


lights are: 

1. Food is as essential to winning the war 
as munitions, so farm women and their fam- 
ilies must have every assistance possible in 
the way of labor-saving, time-saving farm 
and household equipment. As one women 
expressed it, "You can't raise chickens while 
rubbing on a washboard.” 








2. Stoppage of voluntary enlistment by 
farm boys whose experience is more valu- 
able on the farm than in the armed forces, 
and an official insignia should be provided 
to sustain these boys’ morale. 

3. Adjustment of school schedules to free 
children for farm work during seasonal 
peaks, to offset farm labor shortage. 

Termination of non-essential W.P.A. 
projects to release labor badly needed 
on farms. 

5. Farm women's greatest contribution to 
national defense will be to do what they 
are already doing—only to do it better. 
An extra dozen eggs may be more vital 
than knitting an extra sweater or an ill-fit- 
ting sock. 

6. Draft officials should draw physicians 


for the armed forces largely from cities, 
not from rural communities, which are 
already Ba loons oe Healthy farm 


people can produce more food for victory. 
All rural women should help by taking 
training on home nursing and first aid. 

At the forum, a telegram from Claude 
R. Wickard, Secretary of Agriculture, 
was read and received enthusiastically. It 
said in part: “Farm women have a direct 
duty to help in producing and preserving 
Food for Freedom. In the months ahead, 
farm women will be called upon to sacri- 
fice, to work harder and for longer hours. 
But regardless of difficulties, I am confi- 
dent that farm women will do their part 
to bring victory in the present struggle.” 





Premier's “Home Front” 


PREMIER "HOME FRONT" 
WINDOW DISPLAY 


CLEVELAN D—During the entire month 


1942, there appeared in Cleve- 
a window display that was 


of January, 
land, Ohio, 
“different.” 

The display occupied one of the win- 
dows in the Euclid-13th Building in co- 
operation with the Electrical League of 
Cleveland. The theme center of the 
window proclaimed in large letters that 
“Premier's War-Time Policy” is as 
follows 


"1. To prolong the life of cleaners now 
in use through expert re- 
conditioning with genuine parts. 

. To provide new cleaners in war— 
limited quantity only to homes not 
having cleaners that can be re- 
conditioned.” 


Prominently displayed on a slowly ro- 
tating turntable was a Premier cleaner 
of ancient vintage which was tagged, 
“This ‘old timer’ can be made to work 
like new and look like new at surprisingly 
low cost.” 

Adjacent to the 
“old timers” 


turntable were three 
that had been reconditioned 
modernized. Each of these were 


| identified with an explanatory price tag. 


Arranged in “V” formation in the 


FEBRUARY, 








window display in the windows of the Electrical 
League of Cleveland struck a new note in war-time appliance displays. 


center of the window, were corresponding 
new and worn-out vacuum cleaner parts 
with an explanatory card pointing out the 
“reason why” worn parts, often hidden 
from view, should be replaced to avoid 
serious damage to other parts. 
Representative models of Premier’s 
war-limited line of vacuum cleaners occu- 
pied the right half of the window directly 
beneath a card reading, “These new 
Premier cleaners do not contain Panty 
num or other materials required for our 


National Victory Program.” 
Also utilized in this window were 
Premier’s point-of-sale belt, brush and 


reconditioning display cards which were 
produced for the use of dealers cooper- 
ating in Premier’s Service Promotion 
Program. 





Jenkins Music Adds 
Lamps, Sewing Machines 


KANSAS CITY—Two new lines of 
merchandise have been added by the Jen- 
kins Music Company, Kansas City, 
Mo., as a means of diversifying their 
appliance stock. They are lamps and 
sewing machines. The department is 
managed by Kenneth Gillespie. 
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A partial view of the representatives attending the Fairbanks-Morse Dealer 


Line sales meeting held in Chicago recently. 


New water systems, washers, 


ejector pumps, hammer mills, etc., were shown at the convention. 


FAIRBANKS-MORSE 
SHOWS 1942 LINE 


New Farm Appliances Seen By 75 
Representatives 


CHICAGO—Despite war conditions with 
their resultant manufacturing restrictions, 
priorities, etc., enthusiasm ran rife at the 
recent two day Fairbanks-Morse Dealer 
Lines sales meeting held in Chicago, which 
vas attended by some 75 representatives 
of the company from all parts of the 
— States. 

he first day of the session was devoted 
to = unveiling of the company’ s many 
improved and new models of water sys- 
tems, washers, ejector pumps, hammer 
mills, etc. The company’s “ready-to-plug- 
in” water systems in various sizes and 
types which have proven so popular this 
past year, were specially well received. 
Russ W. Lewis, dynamic manager of the 
Fairbanks-Morse Dealer Sales Division, 
presided. 

The afternoon session of the first day 
was largely devoted to hammer mills. At 
this session, it was reported that the St. 
Paul Branch won the silver cup offered 
for proficiency in selling this product dur- 
ing the year 1941. Accordingly, J. 
O’Brien, manager of the Dealer Depart- 





ment of the Paul Branch, accepted on 
behalf of his: Twin Cities sales organiza- 
tion, the trophy proffered by Charles 
Fryer, factory representative of the ham- 
mer mill division. 

Mr. Lewis also announced that the 
company was planning a very extensive 
sales promotion and advertising campaign 
on these dealer lines, with full page ad- 
vertisements appearing throughout the 
year 1942 in such leading national agri- 
cultural publications as The Country 
Gentlemen, Successful Farming, Southern 
Agriculturist and others. The campaign 





is to be further augmented by many state | 


farm papers and national magazines cov- 
ering the home field. 

Talks were made by A. C. Dodge, vice- 
president of Fairbanks Morse, in charge 


of sales: A. Decker, vice-president of 
Henri, ons & McDonald, advertising 
counsel ; Ray Harnetiaux, Robert O’Brien 


and Robert Koester of 
Dealer Division; Henry J. Barbour, sales 
promotion manager; Harry N. Baum, 
manager of advertising; F. J. Kluempers, 
Dealer manager, Cleveland; A. C. Traub, 
Dealer manager, Cincinnati; Jack Spell- 
man, Dealer manager, New Orleans; E. C. 
Rauschkoll, Dealer manager, St. Louis; 
R. L. Matthews, St. Louis; as well as 
several representatives of the national 
magazines which the company will use in 


1942. 


the Company’s 





The new 105,000 square-foot plant of the Hygrade Sylvania Corporation at 


Danvers, Mass. 


New Hygrade Fluorescent | 
Plant Operating 


DANVERS, MASS.—AIl 
lamp production for the 
vania Corporation is now 
new 105,000-square-foot plant recently 
completed at Danvers, Mass., by The 
Austin Company, engineers and builders. 

Already operating on two shifts, the 
plant is capable of turning out an average 
of more than 100,000 fluorescent lamps 
per day to meet the increased require 
ments of windowless factories and other 
defense plants. Transfer of these activi- 
ties from the headquarters plant at Salem, 
Mass., to Danvers, where Frank A. Poor, 
founder and treasurer of the company, 


fluorescent 
Hygrade Syl- 
located at the 
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, is now in operation producing fluorescent lamps. 


established Hygrade’s first plant 40 years 
ago, was accomplished with the 
but one day’s production per machine 

All equipment acquired for the new 
plant was ready for operation on Decem 
ber 1, 1941, with personnel from the 
Salem plant to man it. On the previous 
day the first of the units at Salem was 
dismantled, moved and set up ready for 
operation at the new plant by the next 
morning. On each succeeding day the 
same procedure was followed, until all 
units had moved. 


k SS of 


been 

3y thus transferring personnel to ma 
chines all set for operation in the 
plant at the very hour when the 
on which they had — working 
shut down for moving, hardly a 
of production time was lost. 


new 
units 
were 
minute 


1942 
















MAKE 


BIG PROFITS 


Selling This Window Ventilator 


MORE FEATURES...LOWER PRICE 





FAIRBANKS-MORSE 


VENTEL-ALRE 


Dealers find the F-M Ventil-aire the easiest unit of its 
kind to sell. No other window ventilator offers so much 
for so little cost. It is priced lower than most, yet it has 
more fine features. 


Unlimited Market 


Homes are one big, barely scratched market for the F-M 
Ventil-aire. Offices are another. Hospitals and sanitariums 
are “naturals” for this unit. Hay fever and asthma sufferers 
comprise still another big group of prospects. And because 
the Ventil-aire is a new product, all these markets are new 
markets, not replacement markets. 


This One Unit Serves Five Ways! 


It brings in and filters fresh outside air, removing 99% 
of pollen, dust, and soot. Eliminates outside noises. 

It recirculates and filters inside air — eliminates cold 
zones. 

It brings in outside air, mixes it with inside air, and 
fileers both. 

It brings in fresh outside air, filters it, circulates it, and 
exhausts it. 


ol k WN = 


It exhausts inside air, to remove smoke and odors. 


ACT NOW! Get the complete story on the profits you can 


make selling the F-M Ventil-aire and other 
units of the complete F-M line of Air Conditioners. Send the 
coupon! 





ee eT 


, Dept. B136 
c hicago 


Fairbanks-Morse & Co. 
600 S. Michigan Ave., 


Without obligation, we'd like to know more 
about your dealer proposition on the F-M 
Ventil-aire and other F-M Air Conditioners 


OY 


FOR THE FULL 
BIG-PROFIT STORY 


Address 
City State 
By 
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STOKERS 

WATER SYSTEMS 
WASHERS -IRONERS 
FARM EQUIPMENT 
RAILROAD EQUIPMENT 
AIR CONDITIONERS 


Air 


ditioners 


Con 
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huis isthe Right 
J Time Date gal 


(A. CADILLACS 


PREPARE NOW FOR THE 
\ UNPRECEDENTED SPRING 
DEMAND 





NONE OF THE FINE 
QUALITY FEATURES HAS 
BEEN OMITTED— 
NEW IMPROVEMENTS 
HAVE BEEN ADDED TO 


THE NEW 


CADILLAC 


VACUUM CLEANER 


WITH 


SPEED 
CONTROL 


AND POWERFUL 
DUAL SUCTION FANS 










Vital Army and 
Navy Require- 
ments Are Limit- 
ing Our Produc- 
tion. We Urge 
Your Cooperation 
with Your Distrib- 
utor in Anticipat- 
ing Your Needs. 




















CADILLAC ADVERTISING 
BACKED BY CADILLAC SUPREME 
QUALITY, WILL MUSTER AN ARMY 
OF BUYERS FOR YOU 


FOR CONVENIENT USE AND 
STORAGE, THE EFFICIENT 
CADILLAC CLEANING ATTACH- 
MENTS ARE SUPPLIED IN THIS 
HANDY-KARRY-KIT. 


CLEMENTS MFG. CO. 


6666 So. Narragansett Ave., Chicago, lil. 
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ALLEN, IMHOFF 
NEW PROCTOR 
EXECUTIVES | 


Walter M. Schwartz, Jr. On Leave 
For Active Service With R.A.F. 


PHILADELPHIA—In the absence of 
Proctor Electric Company's president, 
Walter M. Schwartz, Jr., on leave for the 
iration” and in active service with the 
R.A.F. somewhere in England, T. W 
week appointed chairman 


Allen was this 
§ the board and managing director of 
ympany Mr. Allen shas been for 


! 


teen years vice president in charge 
textile livision of Proc tor & 
Schwartz, Inc., the electric company’s par 
rganization, and will continue in that 


ipacity, as well 
Mr. Allen’s affiliation with Proctor be 


gan in avyh when dl 1 company purchased 
Smith and Furbush Machinery Com 
any, manufacturers of textile machinery 
hich he was president. A_ skilled 





T. W. ALLEN 
production man, Mr. Allen was plant 
superintendent, then president, a position 
ipied for five years before the 


amalgamation with Proctor & Schwartz 
m joining Proctor & Schwartz, Inc.. 
member of the board of 
ted vice president, 
vit omplete responsibility for the tex 


Arne a 
] 


tors and was ele 





ROSCOE IMHOFF 


Roscoe E. Imhoff has been appointed 
president of the Proctor Electric 
Company, according to another announce 
ment by T. W. Allen, newly named chair 
man of the company’s board 
Mr. Imhoff, former general sales man- 


iger of the Westinghouse company’s mer- 


andising division, has directed Proctor 
sales activities since April 1940. He was 
iffliated with Westinghouse for twenty 
ears prior to his association with 


Proctor 
Executive management of the company’s 


affairs will be in the hands of Mr. T. W 
Allen, chairman of the board, J. W 
Myers, vice president in charge of re 


Battersby, 


search, Mr. Imhoff and Mr. W 


tar ' ‘ wet 
4 A reasuretl 












How to make lasting customers 


you Fix A We? 

cTRIC Me NITS “RIGHT AWAY 

g OFT eat” MRS. JONES 

~ “won't # WE'LL INSTALL AN 
GO0D-COOKING 


‘CH ROMALOX 


Speed RANGE UNIT 


With a few Chromalox assemblies in your truck, you 





BETTER COOKING can fit any range, and give your customers the kind 
of "split-second" service that they appreciate. And 
- they'll keep right on appreciating it, too, as eac 


Chromalox replacement unit demonstrates the unique 


EASY CLEANING 


good-cooking qualities that result from Chromalox 
+ “black-heat cooking,” and the saving in power of 
Chromalox “two-units-in-one” construction —the right 
THREE TO SEVEN size selective heated area for every size utensil. No 
COOKINGHEATS = ~sted heat. 
7 
COOKING SPEED 
7 
ECONOMY 





GET SET FOR SERVICE with Chromalox units for replacement—they fit all ranges. 
Sell Chromalox-equipped ranges. 


EDWIN L. WIEGAND CO., 


7525 Thomas Blvd., Pittsburgh, Pa. 





the AMERICAN 





The Easiest Plug in 
the World to Handle 


Scientifically designed 
Two parts only— 

Just screw on the cap— 
No Tools needed 









TOY MANUFACTURERS .: 
200 Fifth Avenue, 


USA 

















New York, N. Y. 











HANDY PLUGS 


Keep a big display of Handy 


Notice « * «* 


Plugs conveniently on the counter and 
watch your Plug sales grow. For Handy 
Plugs are an entirely new and improved 
design. 
long lived. No exposed wire-ends to short 
or fuse: no loose nuts to cause trouble. 
And they go together without tools in a 
jiffy to make the safest, neatest and best 
contact science can perfect. Just compare 
HANDY PLUGS with any other plug made 
and you'll never be satisfied with any- 
thing else. Send for Samples. 


THE WATERBURY BUTTON CO. 


Established 1812 
WATERBURY CONNECTICUT 


They are safe, neat, secure and | 





FEBRUARY, 


to MANUFACTURERS’ AGENTS 


As a service to the electrical ap- 
pliance industry, ELECTRICAL 
MERCHANDISING maintains a 
record of all manufacturers’ 
agents serving the appliance field. 

These records are revised peri- 
odically, at this time. 

If you are not now listed with 
ELECTRICAL MERCHANDIS- 
ING, or if you are listed, but the 
status of your business has 
changed in any way, as covered 
by our records, write at once, to 


ELECTRICAL MERCHANDISING 


Business Department 
330 West 42nd Street New York, N. Y. 
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Carrying On 


If we are to enter the market at the 
end of the war and not find ourselves 
in the embarrassing position of having 
anew to do a tremendous job of pro- 
motion, it seems logical to continue 
our educational effort. We have made 
a substantial investment to date in 
educating the women of America on 
living electrically. We must protect 
this investment. 

I am aware that the continuance of 
advertising is only one of the necessary 
continuing activities that should and 
will be carried on for the duration of 
the war. There is Service for example. 

General Electric has a keen realiza- 
tion of its responsibility to the con- 
sumer. The sale of one of our appli- 
ances, the expiration of the warranty, 
while giving us legal release from fur- 
ther liability and apparently terminat- 
ing the transaction, does not, as we 
see it, end our moral responsibility. 
Now this may sound a bit too ideal- 
istic to be compatible with the realities 
of every-day business, but when it is 
examined, there is a lot of common 
sense in this attitude sales sense. 

We have justifiable pride in the re- 
tailing organization which collectively 
has done a magnificent job in bringing 
our merchandise to the consumer. We 
are keenly conscious of our moral 
responsibility to them, and our attitude 
in this is not purely selfish. 

To the consumer, we feel the re- 
sponsibility for keeping appliances 
operating during the war period when 
replacements will indeed be difficult to 


There'll Always Be 


difference between vitamins and cal- 
ories! Tired as we are of the vita- 
min-mineral-protective diet story, it 
needs to be told over and over again, 
with definite instructions as _ to 
proper refrigeration and cooking. In 
England, the problem is to use the 
little available fat, cabbage, carrots, 
potatoes, cereals to provide nour- 
ishment and good tasting dishes. 
Here, in the midst of comparative 
plenty, ignorance as to food values 
in various foods, and as to proper 
preparation of them must be vigor- 
ously combatted. 


2. Conserve Food 


The English magazines are full of 
directions for planting gardens, to- 
gether with specific information as 
to the proper seed and types of 
vegetables for immediate eating and 
for preservation. English 
recipes call for making jam or mar- 
malade with nothing more than a 
few carrots, honey and water! Here 
we have plenty, but come continued 
long war or early peace, America is 
the world’s food bin. There will be 
pressure to grow and preserve food, 
so we electric people must be pre- 
pared to teach canning, preserving, 
de-hydrating, quick freezing and 
refrigerating. 


3. "Make and Mend" 
We will have to teach sewing! How 


to make dresses without snaps and 
zippers . . . how to cut down 


Some 


obtain. As Carl M. Snyder, assistant 
manager of the Appliance & Merchan- 
dise Department states it, “In the war 
household, with the man of the house 
absent, the failure of an appliance 
takes on the aspect of a major catas- 
trophe. An iron which suddenly re- 
fuses to heat, a toaster which unac- 
countably balks at browning the bread, 
a radio which becomes silent, will be 
sufficient to rouse a sense of frustration 
in the mind of a woman burdened with 
war-time conditions. 

“In the American home, the man is 
the great fixer. If anything goes 
wrong—well, what of it! Father will 
be home at five and if he can’t fix it 
himself, he’ll know someone who can. 
However, father may be out doing an- 
other job of fixing, and the woman 
will have no one to turn to in case of 
mechanical trouble, except—the re- 
tailer, presumably from whom she 
bought the appliance. Now, if we 
have done our job, we have placed 
that retailer in position to render serv- 
ice—a wider type of service than he 
ever has rendered. We are working to 
that end now. To them it seems to 
offer a means of income during the 
lean years. To the consumer, it offers 
a needed service. To us, it is the 
means of keeping intact the fine rela- 
tions which we have had with our 
retailers and with the public, the 
people who have purchased our appli- 
ances.” 

The text of our advertising will be 


closely tied in with service. It will be 


An England... Electrically 


Mother’s woolen coat for Sis; how 
to make over all our old clothes 
either for ourselves or others 
how to make new curtains if needed 
slip covers for furniture grow- 
ing shabby. We will have to teach 
pressing with the professional touch, 
and the use of adequate light when 
sewing. 


4. How to Wash and Iron 

You will say that practically every 
one knows how to wash and iron, 
but that is not the case here. By- 
the-day laundresses are scarcer and 
scarcer. A good many people will 
not be able to send clothes to the 
laundry dresses and suits to 
the cleaner . . . with the same 
careless abandon as formerly. We 
must teach how to remove spots, 
stains, wash pillows and _ blankets, 
iron men’s shirts. 


5. Help Homemaker Get Best 
out of her Equipment 
It’s pretty definite at this writing 
that fairly soon there will be no 
new electric appliances, or very few. 
We must teach our homemakers to 
care for cords, make petty repairs, 
replace fuses, oil their appliances 
carefully and in general give them 
tender care. We must teach them 
all the possibilities of ther appliances 
from using washers and clean- 
ers to 100% advantage, to giving 
recipes for whole wheat-and-rasin 
waffles for waffle irons, 
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designed to offer friendly suggestions 
on the care of her appliances; and sug- 
gest that she turn to her General Elec- 
tric dealer in the event she experiences 
any failure or difficulty with the elec- 
tro-mechanical equipment of her home, 
regardless of year or make of appli- 
ance. 

Hand in hand, advertising and serv- 
ice can do a tremendous amount of 
during the difficult 
period which lies ahead. 

This type of educational advertising 
has continued without interruption 
since the day it commenced. It has, we 
believe, contributed substantially to the 
acceptance of the electrical living idea 
by the people of the Nation. We feel 
certain that it has been responsible for 
the consistent growth of our appli- 
ance business. 


practical good 


Here are some figures prepared by 
our Commercial Research section, 
which offer, I believe, good grounds 
for the conclusion that this type of ad- 
vertising has been effective, both in 
times of depression and in times of 
boom. These figures show the growth 
of our appliance business under the 
stimulation of consistent advertising. 

Taking the year 1929 as a norm, 
rated at one hundred, in 1930, our 
appliance business, including radios, 
had increased to the index of 134. 
Then came the minor depression years 
of ’31, ’32 and ’33. The indices showed 
respectively for these years, 116, 48 
and 60. Recovery characterized ’34, 
35, and °’36. The indices for these 
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years were 80, 93 and 116 respectively. 

Then came the sharp depression with 
bank failures and business demoraliza- 
tion. Despite these conditions, and be- 
cause of the direct effect of the pro- 
motion of the electrical living idea, 
the indices for ’37 and ’38 were respec- 
tively 151, and 99. Real recovery 
again started in ’39. The index rose to 
141. In the two years past, the rise 
has been phenomenal. In ’40 it climbed 
to 167, and in 1941 it soared to the 
high point of 282. 

The cumulative effect of this adver- 
tising has just begun to have its effect 
on the low income workers. This has 
been definitely established by surveys. 
War now comes to halt this amazing 
climb—temporarily. In passing, our 
Commercial Research department has 
projected a figure for 1946, of course 
without reckoning with war, and it 
shows an index af 405, a 44% increase 
over 1941. 

Now comes war to put a temporary 
—only temporary—halt to the produc- 
tion of electrical appliances. As we see 
it, our position is astoundingly simi- 
lar to that which obtained when we 
had no appliances to sell, yet were 
looking hopefully toward a market to 
come. The same course of action is 
indicated today as was indicated at the 
very beginning of General Electric’s 
consumer advertising, with its educa- 
tional slant. We spent four million 
dollars in the trade and general maga- 
zines before a single appliance left 
our plants. 
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6. Don't Save on Light 


The English found out pretty 
quickly that blackouts in the home 
or shelter were pretty depressing, 
unless they had adequate light for 
seeing, working and for general 
morale. Our job will be to teach 
people how to blackout and still 
have adequate lighting. Where 
blackouts are not a problem, but 
where there may be rationing of 
current, we must teach people to use 
what light they have to the best 
advantage. 


Here are two more general things 
for us men and women in the residen- 
tial field of electric service to do if 
we can take England’s experience as 
a_ basis. 


1. Plan for Traveling Electric 
Canteens and Kitchens for 
Blitz and Communal Feedings 


Bombs may ravage certain sections 

sabotage may cause bad fires 
and explosions 
descend local epidemics may 
occur and all of these con- 
tingencies need instant food help. 


floods may 


2. Plan for Better Housing 


Even in England’s darkest days, 
there has been planning for new and 
better housing after the war. Prop- 
erly designed kitchens and laundries 


are essential to good housing. Eng- 
land feels that with so many women 
thrown into industry, post-war 
kitchens had better be as “precise”, 
as the English term it, as the manu- 
facturing plants where they are now 
employed. There will be continuous 
demand for better houses here for 
the duration, at least, and the elec- 
trical industry can be of great serv- 
ice in helping plan workable kitchens 
and laundries, 

Caroline Haslett, and other women 
like her, doing their best for Eng- 
land, are indomitable. Under savage 
bombing, close rationing of food and 
clothing, lack of accustomed standards 
of living, they are serenely sure that 
the Allies will win, and that when 
the war is. over, everyone will turn 
to in the same spirit to help put the 
world back on its feet. I definitely 
had the feeling as I listened to Miss 
Haslett which a parent must have as 
he sees his son graduate from college, 
facing the world with spirit and hope- 
fulness, knowing full well the trials 
and tribulations the boy will encounter, 
but feeling sure that he will weather 
them. There is rough going ahead 
for us, but we'll make it! England 
somewhat stumblingly girded herself 
for the fray on the home front, but 
now is coming through brilliantly. 
Perhaps we can stumble a little less 
in these first months, and because of 
England’s experience, come through 
more quickly, more surely and with 
greatest help to all. 
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Why your Red Cross urgently needs 


FIFTY MILLION DOLLARS, NOW 


How the fund is allocated... 


What it does in service 


Every dollar that you give now to your Red Cross marches into the thick 
of things where humanitarian help is needed most—up to the fronts and 
battle stations where the fighting is heaviest. Into the Red Cross hospitals 
and First Aid units where prompt medical attention and supplies may 
save innumerable lives. And throughout our broad land to train and 
equip volunteers to meet any emergency that may strike, 


How the $50,000,000 
War Fund is Used 


SERVICE TO THE ARMED FORCES «+ ¢ ¢ © © « $25,000,000 


Provides for the care, welfare and morale of the Army and Navy, including services to 
men in hospitals and during convalescence. © Provides an important link between the 
service men and their families; keeps the families from breaking up, supplies food, 
shelter, medicine, and even jobs where necessary. ¢ Provides essential medical and 
other supplies outside of standard Government equipment. ¢ Operates Red Cross head- 
quarters at camps and naval stations. ¢ Enrolls blood donors and medical technologists 
for Army and Navy needs. ¢ Provides millions of surgical dressings, sweaters, socks, 
ete. through volunteer workers. 


DISASTER AND CIVILIAN EMERGENCY RELIEF ¢ $10,000,000 


Supplies emergency needs for food, clothing, shelter and medical attention for disaster 
victims. * Assists stricken families in repair of homes and other adjustments; provides 
minimum reserves of essential relief supplies to prevent unnecessary delays, 


CIVILIAN DEFENSE SERVICES « © © © «© © © © $ 5,000,000 


Trains volunteers for home nursing and nurses’ aides. ¢ Trains nurses, men and women, 
for active duty with the Army and Navy. ¢ Trains volunteers in First Aid and accident 
prevention. * Trains volunteers for work in Motor Corps, Canteen and Production. ¢ 
Instructs men, women and children in preparedness against explosive and incendiary 
bombs. © Organizes for evacuation of children and their families from stricken areas. © 
Assists Red Cross Chapters in establishing effective coordination of emergency relief 
with local and State defense authorities, 


SERVICE AND ASSISTANCE THROUGH CHAPTERS ¢$ 4,000,000 


Gives assistance and service to the 3,740 Red Cross Chapters with their 6,131 Branches 
responsible for local Red Cross activities, particularly welfare work among the service 
men and their families. 


OTHER ACTIVITIES AND CONTINGENCIES «+ « ¢ $ 6,000,000 


Provides for unforeseen expansions in program and for new activities made necessary 
by unexpected developments, 


TOTAL «© © © © © © © © @©@ @©@ © © © © @ he $50,000,000 


THE AMERICAN RED CROSS $50,000,000 WAR FUND 


Note to Red Cross Canvassers: Use the material on this page to 
better inform contributors how their donations are being expended. 








This space contributed to The American Red Cross by Electrical Merchandising 
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Kitchen Modernization 











would like to have you first pay $3 
for a prescription every time you 
bought a quarter’s worth of salve. The 
rise of the mail order houses with their 
elaborate production of plumbing sup- 
plies challenged all this. For the mail 
order houses wanted plumbers to in- 
stall their product. The ensuing up- 
roar interested even Mr. Thurman 
Arnold. There was an air of restraint 
of trade about it all. 

Outside the orthodox plumbing field 
there appeared about this time some 
five manufacturers of steel 
sinks. These were lighter and could 
be shipped more cheaply by freight. 
Furthermore, these makers were not 
wedded to the orthodox methods of 
distribution. It was beginning to be 
realized that the modern, complex sink 
had to be sold. It was no longer 
possible to use a sales talk such as, 
“There it is, isn’t it pretty? This is 
the price.’ 


pressed 


Then too, in every community there 
is always some plumber who is licensed 
and is in a position to make installa- 
tions. 

More and more the younger genera- 
tion of sink manufacturers realized 
that to all extent the sink was a work 
bench around which a housewife did 
her daily chores. There emerged re- 
finements such as the cutlery board, a 
crumb cup, strainer, tray, soap box 
rack, linoleum lined cutlery boards, 
brass runners on drawers and a host of 
refinements which required explana- 
tion and dissertation. 

In short, the modern sink requires 
a presentation. It is a specialty that 
has to be sold. Furthermore, it is 
the backbone around which the kitchen 
is built. 

\ cabinet manufacturer recently 
said to ELECTRICAL MERCHANDISING: 
“You’ve got to show women that 
cleaning accessories are provided so 
they are close at hand. You want to 
point out the extra work surface and 
reveal to your prospect that the sink 
is particularly planned for 
space for utensils and cutlery. 

“You must tell the story about how 
you can use the sink for washing 
clothes, shampooing hair, bathing ba- 
bies in addition to pointing to it as a 
place to spray vegetables. In addi- 
tion, beauty and modernness of a sink 
has got to have a little enthusiasm 
around it. That is why the sink is 
particularly a specialty item.” 


storage 


The Dishwasher 


In consideration of the sink as a 
specialty appliance, some thought 
should be given to the dishwasher. For 
a long time dishwashers of a sort have 
been on the market, but only in recent 
years has the device been perfected. 

Today’s salesman never has to lose 
business because of the objection, 
“Electric dishwashing doesn’t get the 
dishes clean.” It does—cleaner than 
any housewife ever gets them, remov- 
ing egg and everything, and makes 
them surgically antiseptic in the bar- 
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gain, which is important in a world 
where so many diseases are spread by 
contaminated dishes and _ silverware. 
People do not generally know that a 
washing compound has been invented 
especially for use in the dishwasher. 
This in itself has revolutionized stand- 
ards of performance, and a modern 
dishwasher is no more like its early 
ancestor than a cat’s whisker crystal 
radio set resembles a modern FM out- 
fit. 

Modern dishwashers are automatic: 
You place the soiled dishes in them, 
and start the appliance, and go your 
way; on returning, the shining, dried 
dishes are ready to pick up. Fully an 
hour a day is saved for housewives. 
“You can 
always notice that the linoleum is worn 
thinnest right under the kitchen sink. 

Working number of 
whom increase in war time, families 


As one salesman puts it: 


women, the 


with servants, people who like sanita- 
tion for its own sake, are hot pros- 
pects for today’s dishwasher. 

Dish breakage, the bane of families 
where children do the 
washing, is greatly reduced. And, in 
families where the china is worth $300 
to $500, the loss of a cup or saucer is 
frequently equal to a $5 bill. Enough 
of these accidents makes a dishwasher 
pay for itself, because china is han- 
dled so much less when washed this 
way. 


servants or 


Also, with war jobs luring away 
domestic help, additional impetus will 
be given sale of dishwashers. 


The Waste Exit 


New in the appliance field is the 
waste exit. The wholesale removal 
of families to the suburbs, and from 
here to the country, has created a mar- 
ket for something that will dispose 
of garbage. For in these farflung re- 
gions all too frequently there is no 
municipal garbage pick-up. 

Just as the ice man tracking across 
the kitchen floor with his dripping 
tongs created a demand for electric 
refrigerators, so does garbage attract- 
ing flies and getting spilled over the 
place every time a stray dog is on 
the loose, create a demand for some 
smart way to handle it. 

The waste exit, which chews up and 
flushes down the sewer pipe any mate- 
rial which municipal ordinances will 
allow to pass through sewer systems, 
is the answer. In case a kitchen knife 
or any metal object is accidentally 
dropped into it, the machine stops, 
and the intruder is easy to remove. 

It is a far more logical way to handle 
garbagé than by burning it—which 
uses up fuel—or wrapping it up for 
decay to set in before it is hauled 
away. 

Yes, the new type cabinet kitchen 
sink, the specialty appliances that go 
with it, the dishwasher and the waste 
exit, have a story and real sales ap- 
peal. Furthermore they permit fitting 
your product to the purses of your 
prospects. 
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*But what there are — we will distribute to the best of our ability — 





VICTOR MIRACLE BREEZE FANS 


as you know contain some "crit- 
ical" materials. We can only say 
that we will endeavor, within the 
limits of the restrictions, to take 


care of our friends and customers 
to the best of our ability. Imme- 
diate placement of orders will 
help us do our part. 





FIVE VICTOR MODELS FOR 1942 


FS 100X— 10" osc., single speed 
% FS 12x— 12"non-osc., single speed 


% FT 12Q—12" oscillating, 3 speed. 


- ¥& FT 169 —16" oscillating, 3 speed. 


* te FT 12QOX — 12" oscillating, 2 speed, 
Magimatic shift. 


% Equipped with Flexaire Breeze Director. 
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VICTOR ELECTRIC PRODUCT 


VICTOR plant facilities increasingly engaged in pro- 
duction of materials for the American Arsenal. 


5, IN 
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he Victor Plant — both factory and 
were first to go 100% all out in the 
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What Makes People Buy 





if course, skillful salesmanship or some 
ther consideration will switch buyers 
from the brands they had in mind when 
they started to look. This also has 
ven shown in other of the Frigidaire 
urvey material not here quoted. 

The important thing which I want 
to underscore is that over 50 percent 
f actual buyers of a particular brand 
n 1941, had that brand in mind when 
they went shopping for an 
efrigerator. 


electric 


Purchase and Sale 


The final subjects, figures on which 
se are permitted to quote here, are 
Ist, the actual conditions of purchase 
ind sale, and 2nd, the disposition of old 
mechanical refrigerators. 

Che first and most startling fact is 
that the refrigerator buyer goes to a 
percent of the 
purchasers interviewed. 


lealer’s store in 85 
Only 15 per- 
cent of them reported that salesmen 
had called on them first. This is the 
figure from a 1941 survey. The sur- 
vey of 1940 new buyers on a single 
model was more favorable to the sales- 
man. This 1940 survey showed that 
the salesman had called first in 27.1 
percent of the cases. 

Now, because the customer in the 
majority of cases goes to the store, 
whether the salesman got to her or 
not, it becomes important to see what 
type of store is favored and why. 

The following table shows a study of 
864 purchasers in which 389 visited 
only one store; 475 visited several. 
It is very striking and instructive that 
of those who visited only one store, 
the highest percentage, 21.6 percent 
had been educated by the salesman 
first. Another underscoring of the 
salesman getting out and seeing some 
customers. 


Reason for going to the particular store 
where refrigerator was purchased: 1941 


Spring survey among owners of all makes 


Stores Visited 


(389) (475) 
Only! Several 
Contacted by salesman 
first. 21.4% 267% 
Purchased other things 
there before 19.2 16.4 
Had account there 11.6 3.6 
In neighborhood 10.8 8.4 
Recommended by friend 
or relative 10.0 11.8 
Salesman or dealer a 
friend 8.4 12.9 
Relative works there 6.2 2.2 
Sell brand wanted 5.4 ; 
Saw model in window 3.0 3.3 
Saw advertising 2.4 5.1 
Was in buying something 
else . sa oe 2.4 1.8 
Called salesman 2.2 4 
Got good discount or 
allowance 1.9 4.4 
Paying gas or electric bill 
there . 1.6 1.8 
Reliable store 1.6 3.8 
Open at night 3 4 
Sold brand wanted to see 8.2 
Just looking or shopping 6.4 
Reciprocity a 
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Last comes the disposition of the old 
refrigerators. One of the tables shows 
the percentage of replacements against 


new business as 32.7 percent. In the 
disposition of the old refrigerators 
71.3 percent were traded in. This 


figure, by the way, corresponds very 
closely with ELectricaL MERCHAN- 
DISING’s last Dealer Survey on trade- 
ins, but also shows what our survey 
failed to show—that there is a very 
considerable amount of replacement 
business that is not trade-in business. 
The following table makes that point 


clear: 
DISPOSITION OF OLD 
MECHANICAL REFRIGERATORS 


1941 Spring Survey among owners of 
all makes (864) 


Traded in 71.3% 
Kept. 10.7 
Sold independently 10.7 
Given away 5.9 
Returned to company 1.4 
100.0% 


Here, then, is a most valuable and 
instructive series of figures represent- 
ing large samples of the purchasing of 
the refrigerator-buying public. There 
is meat here for every marketing man 
in this business, whether he is a manu- 
And 
want to quote Mr. 
Switzer again in his summing up of 
these and other data obtained in per- 
interviews with nearly 10,000 
refrigerator owners: 


facturer, wholesaler or retailer. 
in closing, | 


sonal 


Conclusions from 


10,000 Interviews 


“1. The most effective refrigerator 
salesman today is the ‘word of mouth’ 
testimonial of a satisfied user. 

“2. More than one-half of real pros- 
pects are now definitely ‘pre-sold’ on 
a specific brand of refrigerator. 

“3. One of the primary reasons for 
former ice being pre-sold is 
‘friend and relative’ recommendation 
while that of old 


users 
mechanical users 
seems to be good service and satisfac- 
tory experience 

“4. Asa result of the ‘pre-sold’ con- 
dition from one-half to two-thirds of 
the buyers never investigate any 
brands other than the ones they pur- 
chase. 

“5. One-fourth to one-half of the 
prospects do their buying without even 
getting a demonstration on the brand 
they buy. 

“6. The vast majority of buyers in- 
itiate the sale by going to the dealer 
rather than wait for the dealer to come 
to them. 

“7. It appears from a test survey 
in one large market that the primary 
reason for any dissatisfaction that may 
exist among users is service expense 
and poor treatment by service repre- 
sentatives.” 
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Valued by heating engineers 
for its precision ..... 
and by manufacturers 
for its long service 
life... .“Nichrome” V 
is the dealers’ best 
recommendation 
of heating 
appliances 


DRIVER-HARRIS (0>7;2:<2/ 


HARRISON NEW JERSEY 














ita” 


Since 1892 Signal Products have estab- 
lished themselves as the ultimate in 
Quality and Price. In the years to come Quality 
will still be the principal product of the Signal plant 


—each year aiming to make the best product for 
the price. 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 


Offices In All 
Principal Cities 
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lronrite Lays at Rest Rumors They 
Were Going Out of Business 
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Wisconsin Farmers Give 
Top Rating to Radio 


MILWAUKEE—Most popular electrical 
appliance in farm homes in Wisconsin 
is radio, according to Robert A Merrill, 
hief of the rural electrification division 

the Wisconsin Department of Agri- 
ilture A survey of 5,000 farms show 
that 92 percent of them have radio, 86 


percent had irons, 84 percent washing 
machines, 47 percent toasters, 29 percent 
efrigerators, 15 percent vacuum cleaners, 
) percent yffee makers, 2.4 percent 
¢ no ] ie + + » 
ange i &.6 € T roasters 
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And No Gravy! 





YUM! YUM! 
DELICIOUS” 














SAN ANTONIO, Texas—Take some ad- 
vice from H. J. Whipple, manager of 
a hardware store near here. He warns 
against ex-Circus performers as store 
sa'esmen! 

Recently, Whipple noticed that the 
electric light bulbs were disappearing 
mysteriously from the counter, and de- 
cided to keep a sharp eye out for the 
culprit. 

Whipple couldn't believe his eyes one 
morning when he spotted a new em- 
ployee snatch up a couple of light bulbs 
and proceed to munch on them and 
swallow the glass! 

The salesman explained nonchalantly 
to his boss: "Sure, | used to be a glass- 
eater in the Circus! Gotta keep in 
trim, ya know!" 

The salesman admitted he 
bulbs with frosting! 

P. S.: He's looking for a job again— 
preferably as glass-eater in a Circus, 
where he'll be appreciated! 


prefers 


Minneapolis Convention February 22-25 
MINNEAPOLIS — Announcement is 


made that nine trade groups in the north 
central area will hold their bi-ennial 
electrical convention February 22-25 at 
the Radisson Hotel in Minneapolis 


c— 
res 
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“Ten Silver Months..." 





“ VERY WEAPON we make today is worth ten that we 
might produce next year; for this year—1942—is 
the critical year in the existence of the United 

States.” 

This grim challenge was thrown at American indus- 
try by Donald Nelson in his first speech as chief of the 
War Production Board. He was speaking to a group of 
business paper editors, called together to receive at first 
hand Mr. Nelson's. urgent message to the industries 
they serve. 

“We've wasted the golden months”, he declared, 
“the months in which we could have expanded our steel 
industry, our chemical industry, our copper industry, 
and all the others, so that we would have plenty of 
everything. But we still have ten silver months—the 
months that remain in 1942—and in them we can do 
things that we never thought possible.” 

To that objective Mr. Nelson has dedicated his high 
talents and boundless energy. And to that task he asks 
American industry to apply the full measure of its re- 
sources and skill. 

That challenge should be all that it takes to exact 
from industry the last ounce of its energies. For by now 
we all can see that in this war the American way of life 
is at stake. American industry is the essence of the 
American way of life. Neither can survive without the 
other. So, even if it had no better reason, industry must 
go all out to win this war as a measure of self-preserva- 
tion. Here self-interest and patriotic duty are synony- 
mous. American industry cannot afford to let America 
lose this war. 

The 1942 job is crucial. If it is well done we have a 
chance to win. If it is badly done we cannot possibly 
win. There is the measure of the responsibility that now 
rests upon the shoulders of industrial management. 

It is not just Donald Nelson who asks this of indus- 
try. He speaks for the millions of fighting men—on land, 
at sea, in the air—the world over, whose eyes turn so 
desperately to the workshops of America. There and 
there alone can they see the hope of victory. 

The people of America are not going to let those men 
down. They demand of industry every effort and every 
sacrifice that may be necessary to back them up. On that 
score, American industry stands, of necessity, on trial 
before our people. It must come through—or else! 

* om * 

As industry goes all out to meet this demand, its 
management asks of those who set its tasks and super- 
vise its performance the utmost possible cooperation. It 
asks of them specifically an understanding of its prob- 
lems and a chance to work them out without unneces- 
sary interference. It asks for protection against attack 
from the rear while it concentrates its energies against 
the common foe. It asks a truce on economic reforms 
and social experiments that have nothing to do with 
winning the war and that are bound to arouse misgiv- 
ing and mistrust amongst the proprietors of industry. 
Above all, it asks that it be not made a political scape- 
goat for every deficiency that is sure to develop in the 
confusion of a war effort. 

This does not mean that industry resents honest criti- 
cism or constructive direction. Neither does it mean 
that it is unwilling to do its best unless it can have its 
own way in all things. The managers of industry are 
practical men. They know better than anyone else that 
unprecedented conditions call for new methods, that 
they must be open-minded to every criticism sincerely di- 
rected toward winning the victory. They know that nq 
one can afford to be smug in the face of a national crisis. 

There would be no point to my rehearsing here the 
pros and cons of such criticisms. Time is too short for 
that. Only in its performance can industry write a con- 
vincing answer to its critics. But as a help toward the 
achievement of that performance, I should like to clear 
up, if I can, one prolific source of misunderstanding 
and mistrust. 

I refer to the solicitude of industrial managers as to 
where their companies may find themselves after the 
war. This concern for the future sometimes ts misinter- 
preted to mean that management is blind to the urgency 
of the present. But it does not mean that. It is a per- 
fectly natural anxiety that must be felt by any respon- 
sible management operating under the American enter- 
prise system—which is one of the things we are fighting 
to preserve, 

Under our system, the managers of industry cannot 
but feel a sense of responsibility to its Owners, not 
merely for current dividends on their investments but 
also for the conservation of their properties. That 
means they must feel some concern over what may 
happen after the war to a business that now must go 
all out to help win the war. And their concern is but 
part of a general concern over what may be the effect 
of the war on the whole American way of life, pres- 


ervation of which is our reason for being at war. 

To give practical effect to that concern under present 
conditions is one of the problems of management. It is 
not an insuperable problem. Competent management 
will be able to surmount it, I am sure. But the right 
kind of help from those in authority can make the job 
a lot easier. And let us note in passing that the problem 
cannot be written off, as some critics of business seem 
to think, merely by setting off against it the profits that 
business can make on war contracts. That misses the 
whole point. 

For a business enterprise is not, as many seem to 
think, just a “profit machine.” It is not set up and op- 
erated by its owners and managers for the he of this 
month's or this year’s profits, without regard to any 
other consideration. 

The fact is that any worth-while business must op- 
erate as a going concern. It consists not only of ae 
holders and managers, but also of employees, markets, 
distributors, and dealers. Mostly, I might say, of mar- 
kets, distributors, and dealers. They are the “reason for 
being’ of apy business, the source of its payrolls and 
its profits. 

No competent management -vants to scrap such essen- 
tial elements of its business just for the sake of war- 
bred profits, however large they might look . . . at the 
moment. Most of the original reluctance to get into 
arms production, for which industry has been criticized, 
was not due to a “greed for profits’, as has been 
charged. Rather did it arise from management's mis- 
trust of “war profits” that can be made only by sacri- 
ficing the essential elements of a healthy business. 

* x 


But now industry faces a dire national emergency. 
The survival of our country and all its institutions— 
including American business—is at stake. So manage- 
ment must shape its course to meet without stint every 
need of the war effort. That means it must subordinate 
to that effort every other concern. To lose the war is to 
lose all. We must first win the war if we would save 
anything. 

To the men of management that presents a grave re- 
sponsibility. It is fair to ask whether government can 
do anything to help them meet it. One simple thing I 
think government can and should do. It cannot dissolve 
all the concerns of management, but it can help sub- 
stantially. 

Government should do all it can to help manage- 
ment conserve those assets of business that will con- 
tribute to post-war reconstruction, when that can be 
done without prejudice to getting on with the war. 

Let me explain. Broadly speaking, every business 
comprises three elements. One is its tangible assets—its 
factories, machinery, equipment, and materials. Another 
is its productive capacity—its management, organiza- 
tion, trained working force. A third is its intangible 
assets—the good-will, familiarity, acceptance, and rec- 
ognition that it enjoys amongst its dealers, customers, 
and prospective customers. 

When the nation goes to war government becomes 
the one dominant customer of a business. Of these 
three elements, the first two—plant facilities and or- 
ganization—become of paramount importance to the 
job in hand. But so far as the government buyer is 
concerned, the third drops to minor importance. 

But that third element cannot be ignored by the man- 
agers responsible for that business. For it will be their 
mainstay when they must rebuild that business after 
the war, when government has lost all interest in its 
existence, except as a source of tax revenue. That is 
why government can help greatly if now, during the 
war, it recognizes the legitimate concern of manage- 
ment to conserve those assets that will be essential to 
survival after the war. 

Everyone recognizes the obligation of government to 
demand that the individual business go all out for war 
production, to forbid the production of goods not essen- 
tial to wage war and to commandeer those that are, to 
require that a business sacrifice its markets and disrupt 
its distribution organization. No one questions the 
right of government to restrict arbitrarily the amount of 
earnings that a business may retain as profit from its 
war activities. In short, no one questions the right of 
zovernment to become the dominant partner in any 
eve that may be needed to win the war and, as 
dominant partner, to put the national need above any 
conflicting interest of the business. 

But, as it does all this, government should remember 
that the survival of that business is staked on the pub- 
lic’s knowledge and use of those discontinued or com- 
mandeered products, on the stability of that crippled 
dealer organization, on the ability of the business to 
maintain its standing in a market-place from which, 
temporarily, it may be barred. 


And government can help management to deal with 
the exacting task it now faces, if it will do all it can to 
avert the needless sacrifice of business interests that do 
not conflict with war needs, if it will but remember 
that one of these days, that business,again will be on its 
own, gathering up whatever resources it may have left, 
recreating its markets, rebuilding its distribution chan- 
nels, reestablishing itself as a going concern . . . and 
doing all this in a competitive world without benefit 
of war orders. 

The only foundation upon which any business can 
hope to rebuild when that day comes is its customers’ 
memory of its name and their understanding of its 
products. Whatever credit may be coming to it for its 
war effort will not avail it very much if it permits itself 
to be forgotten. Its chief assets in that day will be the 
identity, recognition, and acceptance it still enjoys 
amongst those to whom it must look for business. 

That is why so many business men, already going all 
out on their war jobs, become apprehensive whenever 
some word or act of a legislator or government official 
seems to question the validity of their sales, promotion, 
and advertising activities during the war. For they 
know that it is by such measures alone that any man- 
agement can hope to conserve—while its business goes 
to war—the values it will need when it returns to 
civilian service. 

That is why I ask government to do all it can to allay 
such uncertainties, to reassure business of its desire to 
help conserve those intangible assets that mean so much 
to business security. For that, 1 believe, will strengthen 
the hand of management in a big way as it goes all out 
on the vital job Donald Nelson has staked out for 
industry. 

* * k 

He has told us that if we are to make these ten silver 
months productive enough to make up for the golden 
months that are gone, industry must do things it never 
thought it could do. That is dead right. For America 
now finds itself in a position it never thought it could 

in. 

All too slowly, but very surely, it is dawning upon us 
that this is OUR WAR. Moreover it was our war long 
before we knew it or did much about it. So our job 
today is not merely to match the current production of 
our enemies. That is not enough. We must produce also 
enough to match the surplus of resources they had 
built up before we got started. We must produce 
enough not only for our own needs, but also for all the 
United Nations. 

Moreover we must produce all that we need for de- 
cisive victory, for anything short of that will mean 
defeat. If we would save the American way of life, we 
must destroy once and for all the forces that threaten it. 
A stalemate would mean but an armed truce and what 
that might do to the American way of life and to Amer- 
ican industry no one dares to guess. Victory must mean 
decisive victory. And this, very definitely is our war. 

And just as definitely, this is OUR YEAR. For in this 
year —1942—we must prevent our enemies from 
achieving an advantage that might put victory forever 
beyond our reach—despite all our vast resources. It is 
an appalling fact that victory may slip beyond our grasp 
—xnot in 1943 or in 1944—but during the months just 
ahead of us, 

“Industry's responsibility in all of this is great,” says 
Donald Nelson. “The job will take brains and initia- 
tive, but we can do it if we go out with a will.” 

To Mr. Nelson, that initiative means that industry 
must lead rather than follow in the march to more in- 
tensive use of our machines and our man-power. We 
dare not wait for new facilities to meet our mounting 
needs. More and more we must press for more wide- 
spread subcontracting and conversion. And he is count- 
ing on that initiative, backed by ever more aggressive 
an to avert or to minimize the compulsory measures 
that now seem imminent. 

“We must stop thinking about what we're going to 
do to the enemy in 1943 and start thinking of what 
we're going to do to him in March of 1942. We must 
make today the things we would be making next year 

. if we had the time to spare.” 

That, says Donald Nelson, is the task of American 
industry during the next ‘Ten Silver Months.’ And 
to that gigantic task American industry now must bend 
every ounce of its abundant strength. 
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Refrigerators Frozen 


HE DOMINANT concern of the appliance business 
today is the freezing order on all mechanical refrigera- 


tors—electrical and gas—issued on Saturday, February 
14. There is some confusion as to the provisions of this order, 
ind we have had many requests for interpretation. It seems to 
this writer that the order issued February 23 is quite clear, 
except for the matter of rationing the 750,000 unit stock pile 
Che official release cove ring the order of February 23 is as 
follows: 

“The War Production Board today ordered the production 
of domestic mechanical refrigerators to be discontinued after 
April 30, 1942, so that the entire industry can be converted 
into the production of war materials. 

“Limited production is permitted until the cutoff date. The 
yrder issued today supersedes a previous order, which gov- 
erned the rate of refrigerator production for the months of 
January and February. Today’s order permits manufacturers 
to produce between February 15 and April 30 a number of 
refrigerators equal to three times the number permitted for 
February by the superseded order. Thus, a manufacturer who 
was permitted to build 100 refrigerators in February is per- 
mitted under today’s order to build 300 refrigerators between 
February 15 and April 30, regardless of the number of refrig- 
erators produced by him during the first half of February 
under the superseded order. 

“The ratio of deluxe models to other models may not be 
increased over the ratio that prevailed in the production of any 
one company from August 1, 1941, to January 31, 1942. 
Deluxe models include “deluxe,” “semi-deluxe,” and “high- 
humidity” models. The industry has been requested by WPB 
to confine production as much as possible to the simpler 
stripped models. 

“Refrigerators produced up to April 30 will be frozen and 
will aid in the building of a stockpile that will total approxi- 
mately 750,000 units, which will be available only for essential 
civilian and military requirements. 

“The order does not affect the production of replacement 
parts, which will continue unrestricted. 

“The War Production Board also issued today an interpre- 
tation of the freeze order ruling that refrigerators that were 
sold, leased or traded before 10 a.m., Eastern War Time, 
February 14, 1942, but not delivered, shipped or transferred 
until after that time, are to be included as part of the retail 
sales quota permitted under the freeze order. The freeze order 
applied to all manufacturers, distributors and retailers, but 
permitted retailers to sell one-twelfth of the number of refrig- 
erators sold by them in 1941 or 100 new refrigerators, which- 
ever 1s greater. Stocks in excess of that amount must be held, 
ind retailers may not acquire new stocks to make up the 
permitted quotas for retail sale.” 

So, there you are! This is the word with the bark on it, 
and as it stands puts a padlock on manufacturers and distribu- 
tors’ stocks until the ruling defining “essential civilian and 
military requirements” is issued. The retailer is free to con- 
tinue selling until he has sold 100 new refrigerators or one- 
twelfth of his sales in 1941, provided he has them in stock 
to sell. If he doesn’t have them in stock or in transit before 


February 14, he is out of luck because he may not acquire new 
stocks to make up his quota. 

This ruling may favor the smaller dealer who has prudently 
accumulated larger inventories that he has been accustomed t 
carry, and will be toughest for the large merchant who has 
sold a great volume of refrigerators, but has bought close to 
his chest and carried relatively small inventories. 

This government ruling does not come as a complete surpris« 
by any means. After the action on automobiles, such an action 
as this was to be reasonably expected on other consumer 
durable goods, and now that it has been issued on refriger- 
ators, at least we know where we stand. 

A “Victory” model made by one or two manufacturers in 
limited quantities, and about which there was so much specu- 
lation and discussion, is now out. This scheme seemed hardly 
workable at any time. A similar plan was spoken of as a 
possibility for automobiles and dropped. Now that it has been 
turned down for refrigerators, it seems hardly likely that such 
a scheme will be agitated for washers or other products in the 
consumer durable goods field. 

What the rationing regulations will be are not at this time 
known. There is a general impression that defense housing 
will come under “essential civilian needs.” In the new refrig- 
erator lines for 1942, almost all the manufacturers stressed 
the 7 and 9 ft. models, which seem hardly suitable sizes for 
the limited housing facilities being provided for defense work- 
ers. This consideration is responsible for the fact that as I 
write, at the end of February, there is a rumor that deluxe 
models will be made available for dealer selling. This seems 
reasonable. 

If we are to take the rationing order on automobiles as 
indicating the probable action on refrigerators, government 
authorities have shown some consideration for the dealer. 
Rationing orders on automobiles so far issued provide for 
compensating the dealer for carrying charges and providing 
him with a normal percentage of profit. Therefore, the appli- 
ance trade is justified in hoping that a similar consideration 
for refrigerator dealers may be shown. 

This, then, is all we know definitely about the supply of new 
refrigerators. Since refrigeration has come to play such a 
very large part in the appliance dealer’s operation, the pros- 
pect is not a cheerful one. The most fortunately situated 
dealer with a good inventory will be able to sell refrigerators 
for some months. But then what? Well, then he is controlled 
by the rationing orders to be issued, and whenever he sells a 
refrigerator he will have to have the authority of a local 
rationing board to do so. Under the most favorable circum- 
stances, as we can see it now, if the entire 750,000 stockpile, 
plus the inventories in retailers hands were permitted to be 
sold, it would mean that this year’s volume would be hardly 
more than one third of the 1941 business. 


Second-hand 
Refrigerators 


HERE is some help and encouragement for the dealer in 
the fact that there is a considerable quantity of used 
merchandise that will be repaired and reconditioned and 
resold. And this quantity of second-hand refrigerators is fairly 
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